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Creative chemistry is a ‘‘squeeze’”’ 
bottle. It’s containers for food and cosmetics 
that are light, odorless, non-toxic and 
unbreakable. It’s an entire array of attractive, 
light-weight household items. Creative 
chemistry is film that keeps meats, fruits and 
vegetables fresh longer . . . toys that are soft, 
flexible—and almost indestructible . . . 
industrial pipe that is flexible, easy to work 
with and long lasting. It’s cable and wire 
coatings with dielectric properties and 
excellent moisture resistance. Creative 
chemistry is a plastic called polyethylene that 
combines elasticity, toughness and impact 
resistance, low temperature flexibility, 
chemical inertness, excellent insulating 
characteristics and does more jobs than any 
other plastic. Monsanto is a leading 

worldwide source of polyethylene and one of 
the most diversified of all plastics producers. 


MONSANTO CHEMICAL COMPANY, ST. LOUIS, MISSOURI, U.S.A, 





























4 Dependable service from 
Monsanto companies in London, 
Monsanto  Sieccmmerees a> 
and from sales representatives in 
\ ( all principal cities of the world. 
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LOOKING AHEAD 
a World Affairs 








Moving on Two Fronts 


The U.S.A.’s international business relations are changing. The changes 
come with the realization that the era of the “dollar gap,” of the nation’s 
overwhelming domination of world markets, has ended. 


No one can be sure what a new era will bring. But you see the beginnings 
of change on two fronts—in finance, and in export trade. 


Financial relations: Treasury Secretary Robert B. Anderson, described 
as the “new strong man” of the Eisenhower Administration, is devoting 
great attention to international problems. This year the U. S. faces an 
unprecedented deficit in its external payments—$4,500-million or more 
(IMD Aug, pll). Anderson is determined to narrow the gap, but without 
reducing U.S. support for world trade, development, and defense. 

Already Anderson has begun to press other governments to carry more 
of the international financial burden. For example, his proposal for a 
new International Development Assn., a controversial issue at the 
September World Bank meetings, is a step in that direction. And he is 
quietly exploring a scheme whereby other industrial nations would par- 
ticipate in U.S. government loans to the extent they enjoyed sales resulting 
from those loans. 


Export trade: Anderson is also campaigning against remaining restric- 
tions on dollar goods; in his opinion they no longer are defensible. And 
Anderson’s opinion carries rising influence, and bargaining leverage, in the 
world. 

Elsewhere in government, the U.S. Commerce Dept.’s new export 
promotion program is gathering speed. There are to be more comprehensive 
services for U.S. exporters; greater trade fair promotion efforts; busi- 
nessmen trade missions will press the “harder sell.’””’ The Export-Import 
Bank hopes to ease credit terms for exporters, too. And in the business 
community itself, there are signs of a sharpening competitive effort. 


Last month, most U.S. observers were more optimistic about trade. The 
18-month decline in U.S. sales abroad was halted during the summer. And 
for world trade generally, the 1960 outlook seemed expansive. 


Pressing for Higher Wages 


The world’s trade unions also have an expansive outlook (page 11). And 
they will be receiving more advice and assistance from American labor 
in the years to come. 


A new element in the situation is the U.S. worker’s mounting worry 
about foreign competition—specifically, the “importation of sweat-shop 
[low wage] conditions from abroad.” At the end-of-summer U.S. union 
executive meeting, four powerful garment and textile unions submitted a 
protectionist resolution. Among other things, it asked American labor to 
press for a system linking foreign labor’s wages with the tariff: the lower 
the wage in an industry, the higher the U.S. tariff on that industry’s goods. 


This proposal was turned back for further study by the traditionally 
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free-trading union leadership. But the fact that it was made at all is 
notable, and some change in American labor’s trade stand is likely. 


Meanwhile, union leaders insist their long-range aim is to aid the foreign 
worker’s cause by helping him, however indirectly, toward a higher wage. 


Commodities: More Up than Down 


Industry will be buying more raw materials—and paying more for some 
of them—over the next few months. 


Save for a few soft spots, commodities are fairly buoyant. It is partly 
seasonal: This time of year brings expansion of output, and an inflationary 
bias, in most of the industrial countries. All the more this year, with the 
recession fading into history. 


Strikes have had their price influence (steel and copper are examples). 
Communist purchases have here and there given a push to prices (sugar 
and rubber). Wool is enjoying a strong reaction to depressed levels of a 
years ago (your 1960 suits will ¢ost more). Zine and tin appear stronger. 
And reports from quite a few nations indicate that cotton and rayon are 
profiting from a textile up-turn. 


All this means that the business situation is improving, and the raw- 
materials producing nations especially will benefit. 


But improvement may appear more in volume of sales than in higher 
prices. There are a number of reasons why no general upward surge in 
prices is expected. 


Supplies are generally large. Sugar is in heavy surplus (by December 31 
Cuba may have three times the unsold stock it had a year ago, and 
Castro’s confusion has not helped sales). So is petroleum (price weakness 


even extends to the Russians, who normally originate price cuts rather than 
follow them). Coffee’s ailments show little change for the better. Plenty 
of copper, too, unless prolonged strikes create a rush for stocks. Another 
influence that bears watching is sales from the U.S. government stock- 
pile—rubber and copra are in the news now (IMD—July p13). 


The Economist makes a further point: “The recent recession seems to 
have cured one precept born of a generation of inflation—that it always 
pays to grab inventories.” Apparently businessmen are learning how to 
manage their stocks more economically. 


Throes of Transition 


One of Latin America’s prime goals is to make a smooth transition to 
more democratic government. And that increasingly means solving difficult 
economic problems. 


Three important nations—Cuba, Venezuela, Argentina—are now in the 
throes of transition. Of them, Venezuela is making the most progress as 
President Betancourt launches a twin program of industrial diversification 
and agrarian reform (only the oil and mining companies are really unhappy 
about it—for they are expected to help pay the bills). Argentina’s 
Economics Minister Alsogaray is battling gamely to put across a more 
stringent austerity program (with less money and greater political tension 
than Venezuela has). Cuba’s Castro has not yet found his bearings. 

The U.S. A. means to help these governments. So far it has bolstered 
Argentina with loans, and may liberalize import quotas on Venezuelan 
residual oil. Washington would be prepared to assist Cuba’s transition—if 
and when Castro is willing to negotiate. 
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“Allis-Chalmers Crawlers 
Get the Job Done... 
Under the Severest Conditions” 


ia 





Tropical rains, deep mud, and tough coral failed to 
stop a fleet of Allis-Chalmers diesel crawler tractors 
working on big construction jobs in the Far East. 


On Okinawa, 13 of these powerful tractors exca- 
vated 765,000 cubic meters (one million cubic yards) 
of coral from the ocean floor at low tide . . . working 
continuously in water 45 to 75 centimeters (18 to 30 
inches) deep. On Taiwan, the same fleet helped to 
move more than 3 million cubic meters (4 million 
cubic yards) of material in building an aircraft land- 
ing strip 4 kilometers (21% miles) in length. 


These units were also employed in the construc- 
tion of an important military base. This required the 
movement of tremendous quantities of material, most 
of which was done during heavy rains, in deep mud. 
Due to the ability of Allis-Chalmers tractors to oper- 


BUILDERS 
OF MACHINERY 
SINCE 1847 


INHERENT DEPENDABILITY 


Dependability is an asset that deterrnines 
the ultimate value of his equipment to 
the owner. Power, speed, strength, fuel 
economy, ease of operation .. . all are 
necessary and important. But unless 
they are harmoniously combined with 
the priceless ingredient of dependability, 
the value of the equipment is seriously 
depreciated . and may result in an 
unprofitable investment. 

The experience of one contractor, op- 
erating in the Far East on vital govern- 
ment projects, demonstrates the inherent 
dependability of Allis-Chalmers con- 
struction equipment. You can be sure 
of dependability when you specify an 
Allis-Chalmers product! 


ate efficiently under such severe handicaps, the proj- 
ect was completed in only 50 days, instead of one 
year as had been originally estimated. 


H. F. Lilley, general superintendent for the con- 
tractor, A. S. Vinnell Company, reports: “Our Allis 
Chalmers crawler tractors are dependable .. . they 
get the job done, regardless of working conditions 
On the job, five HD-21 tractors worked in rock for 10 
months, after which the tracks were inspected and 
found to be in excellent condition.” 


Your Allis-Chalmers construction machinery dealer 
can supply additional proof of the unsurpassed qual 
ity and performance of Allis-Chalmers diesel crawler 
tractors. 

ALLIS-CHALMERS INTERNATIONAL 
Department MD1059, Milwaukee 1, U.S.A 
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The development and supply of electrical equip- 


ment for industry has been a vital part of the AEG 


manufacturing programme ever since this firm was a 

established 75 years ago. 4 i 

The present AEG manufacture ranges from the 7 J 

industrial turbine to the electronically controlled | 
drive. A “tailor-made” electrical equipment to suit 

any particular application is the basic requirement 


for a modern and efficient industrial plant in this 


age of automation. 

















AEG 


means 
ELECTRICITY 


ALLGEMEINE ELE KYRICIUAS 3 OS 6 Sees 
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(CEO SIMO MAIO 


for 
WORLD 
INDUSTRY 


Here are some typical 
HARSHAW Products 


CERAMIC—Ceramic Colors for pot- 
tery, glass and porcelain enamel 
decoration—Uverite (Frit Opacifier)— 
Antimony Oxide—Tin Oxide—Nickel 
Oxide — Chrome Oxide Green— 
Cadmium Sulfide—Liquid Bright Gold. 


PAINT, VARNiSH, AND PLASTIC 
—Naphthenate Driers and other 
Metallic Soaps (Linoresinates, Octasols, 
Resinates, Soyates)—Cadmium Litho- 
pones — Pigments — CP Cadmium 
Pigments— Mercury Cadmium Pigments 
—Antimony Oxide—Organic and 
Inorganic Dry Colors and Dispersions 
—Viny! Stabilizers. 


ELECTROPLATING — Nickel! Salts: 
Sulfate, Chloride, and Carbonate 
—Nickel Anodes—Cadmium Oxide— 
Bright Nickel Electroplating Processes. 


CATALYTIC PROCESSING — Pre- 
formed Catalysts — Boron Trifluoride 
—Hydrofluoric Acid—Nickel Formate 
—Rufert Nickel Catalyst Flakes (for 
vegetable oil hydrogenation). 


MISCELLANEOUS — Hydroflvoric 
Acid—Ammonium Bifluoride—Miscel- 
laneous Fluorides — Copper Chloride 
—Copper Oxide—Copper Naphthe- 
nate—Cobalt Sulfate and Carbonate 
—Manganese Carbonate—Cadmium 
Oxide—Synthetic Crystals (Optical, 
Scintillation, Electronic). 


THE HARSHAW CHEMICAL CO. 


1945 E. 97th Street + Cleveland 6, Ohio, U.S.A. 
Cable Address: HARSHAW-CLEVELAND 


ZU) \\\ ee 
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Tat ttteel 


At 
‘ 


@ FREE! 20-page book lists all Harshaw Chemicals 
available for export. WRITE TODAY FOR YOUR COPY. 
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@ THE READERS’ PAGE 





Dialogue 


Dear Sir: 

I have been for five years a sub- 
scriber to INTERNATIONAL MANAGE- 
MENT DIGEST and I wish to let you 
know that I strongly disapprove of 
the shift in editorial policy. The pub- 
lication used to be a straightforward 
digest of the main McGraw-Hill tech- 
nical monthlies. . . . In my quality as 
an investment banker with an engi- 
neering background, it did give me a 
useful technical supplement to the 
reading of purely financial papers. .. . 

The present editorial policy is to 
increase the number of home-brewed 
articles and to concentrate on subjects 
of industrial management and mar- 
keting. Although I realize that these 
changes may possibly be approved by 
the majority of the readers, I do not 
want to give up my subscription with- 
out having first told you how much I 
regret the changes. 

Jean-Claude Hentsch 
Geneva, Switzerland 


Dear Mr. Hentsch: 

There has been a shift in policy. 
The shift has come in answer to the 
needs of a much larger body of execu- 
tive readers than this publication had 
five years ago. And the increased diet 
of management, marketing, and eco- 
nomics seems to agree with them. 

As an investment banker, would you 
not agree that subjects like these touch 
on the great information needs of a 
world-wide audience of businessmen? 

We have no desire to become a fi- 
nancial paper. But we do not mean 
to be solely a “technical supplement.” 
Our aim is to give the alert executive 
a useful, monthly tour d’horizon of 
major developments—and surely this 
involves management as well as tech- 
nology. 

May I object to your term “home- 
brewed”? We share with all McGraw- 
Hill publications one of the largest 
private news-gathering staffs in the 
world. Each day this staff pours tens 
of thousands of words into New York, 
and makes them available to all pub- 
lications. Rather than always “di- 
gest”, our own editors strive to eval- 
uate information more carefully and 
present it more promptly. The infor- 
mation is there—but the packaging is 
different and, we believe, the editorial 
process is superior to that of 1954. 

Perhaps other subscribers will join 
this exchange. Do they agree with 
you? Do they prefer the present ed- 
itorial balance? Or something else? 

Paul R. Miller Jr. 
New York 
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1000 kw. at local load relieves 
central generating station of 1300 kw. 


during time of peak. The West Texas Utilities Company 
has placed an Electro-Mobile power car in service 
125 miles from a central generating station. This unit, 


equipped with automatic control, provides 1000 kw. right 
at the point of need for peaking, better continuity of 
service, and voltage regulation. 


It can be moved swiftly and economically to any point 
to fill an unusual or emergency demand. 


This versatility of the Electro-Mobile power car makes 
it the practical answer to many electric utility problems. 


i 


Go 


Rail car, truck trailer 
ond portable units - 
350 to 1,000 kw. 














settle, 


CFF cewerat MOTORS OVERSEAS OPERATIONS 
WS 


FOR ADDITIONAL 
DIVISION OF GENERAL MOTORS CORPORATION, 1775 BROADWAY, NEW YORK 19,.N.Y., U.S.A 


DETAILS, CONTACT 
THE GMOO 


| REPRESENTATIVE 
DIESEL || wcarest vou. 
ARGENTINA, Buenos Aires EGYPT, Alexondric NEW ZEALAND, Wellington SPAIN, Borcelono POWER 


AUSTRALIA, Melbourne ENGLAND, London, S.W. 1 PAKISTAN, Korochi SWEDEN, Stockholm 20 

BELGIUM, Antwerp FRANCE, Poris PERU, Limo @ SWITZERLAND, Bienne , 

BRAZIL, Séo Paulo GERMANY, Russelsheim/Mcin PORTUGAL, Lisbon URUGUAY, Montevideo NERAL OTORS 
Loco! oTives 





DENMARK, Copenhagen N. MEXICO, Mexico, D. F. SOUTH AFRICA, Port Elizobeth VENEZUELA, Corocos 
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Paint can’t creep under 





TRADEMARK REGISTERED 


SCOTCH ) Masking Tape 


Clean, sharp color separations are easy with ““ScoTcH’’ Masking 
Tape. It’s super-thin—to prevent paint build-up along the edges. 

It lies flat on curves—thanks to a conformable crepe-paper backing. 
It has an aggressive adhesive that sticks instantly. Paint can’t 

creep under, yet tape strips off clean leaving no residue. 


This is one of over 300 pressure-sensitive tapes in the ““Scotcn’”’ Brand 
family. There are tapes you can see through, tapes in colors, 

tapes that stick in freezing cold. There are tapes strong as 

steel and tapes that stick on both sides. Each of them is designed to 
do a particular job—and do it right. 


For free illustrated booklet ‘How Industry Uses ‘ScotcH’ Brand Tapes” 
write Minnesota Mining and Manufacturing Co., International 
Division, 900 Bush Avenue, St. Paul 6, Minnesota, U.S.A. Dept. Ss. 


“Scotcu” Brand Pressure-Sensitive Tapes, like the thousands of other products made 

by Minnesota Mining and Manufacturing Company, are designed to meet the needs of 
modern industry. A program of continuous research insures the highest quality as well as a 
constant flow of new products. Good reasons to always look to 3M—/first. 





“SCOTCHLITE” is a registered trademark of Minnesota Mining and Manufacturing 
Co. International companies in: Argentina, Buenos Aires; Australia, St. Marys, 
N.S.W.; Brazil, Sido Paulo; Canada, London, Ontario; England, London; France, 
Paris; Germany, Dusseldorf: Mexico, Mexico City; South Africa, Johannesburg. 
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® CHARTS OF THE MONTH 


How U.S. Companies Plan to Invest Abroad. 


(millions of dollars) 
INDUSTRY 


ACTUAL 
1957 1958 





Primary Metals* 

Machinery (inci. Electrica!) 
Transportation Equip. (Inc. Autos) 
Other Metalworking 

Chemicals 

Paper 

Rubber 

Stone, Clay & Glass 

Food & Beverages 

Misc, Manufacturing (Incl. Textiles) 


$155.2 


$127.7 
176.0 
109.3 
21.5 
178.5 
29.6 
51.0 
25.0 
34.2 
8.8 


181.0 
218.6 
30.3 
147.5 
60.5 
61.5 
22.1 
39.3 
13.4 





ALL MANUFACTURING 
Petroleum 
Manufacturing & Petroleum 


“Includes some mining companies 


1,575.1 
2,504.5 


929.4 761.6 
1,275.8 


2,037.4 


Areas They Have Picked for Investment... 


CANADA 
manufacturing 
petroleum 

EUROPE 
manufacturing 
petroleum 

LATIN AMERICA 
manufacturing 
petroleum 

ASIA, AFRICA, OTHER 
manufacturing 
petroleum 


NOTE: Dollar figures reflect only expenditures of cooperating 


357.6 
239.4 


189 
908.8 


104.8 
59.9 


panies. These 





pani t for ap- 


proximately % of annual overseas expenditures of all U.S. manufacturing and getveleem companies. 


Data: McGraw-Hill Dept. of Economics. 


Europe Leaps Ahead 


A NEW SURVEY by the McGraw-Hill 
Economics Department—the first of 
its kind—reports on American in- 
dustry’s current capital investment 
abroad, and reveals businessmen’s 
spending plans for next year. 
While the figures above repre- 
sent spending only by those com- 
panies cooperating in the survey, 
they account for about 75°% of the 
total—and are proof of the mighty 
movement of American capital 
overseas. Note the high-lights: 
—Petroleum companies will con- 
tinue to spend more than all man- 
ufacturing industries combined. 


But their spending plan runs well 
below the huge 1957 figure 
oil men, influenced by Suez, 
funds into Latin America. 

—Manufacturing companies are 
setting a new investment record 
this year. Though present plan- 
ning calls for less investment in 
1960, there is evidence that plans 
will be revised upward. 

—Europe is receiving greatest 
emphasis. In 1960, U.S. manufac- 
turers plan to place 47% of their 
foreign capital expenditures there, 
more than will be spent in Canada 
and Latin America combined. 


when 
poured 
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BETTER 
AIR 
includes 


MOVING 








...and BETTER AIR 
IS OUR BUSINESS! 


If you have a problem involving mov- 
ing air, an AAF product will provide 


the answer! For example: 
@ Industrial exhausters—specifically 
designed for high static pressures, 
heavy 


dust and 


concentrations, 
highly corrosive conditions. 
Fans—centrifugal and propeller, 
in scores of ratings and types. 

Unit 


ready to 


blow ers 
install. 
26,000 cfm. 


package-type, 


( rapa ities to 


Only AAF makes all the products (air- 


moving, air-cleaning, air-heating, air- 
cooling) to provide business and in- 
dustry with comple te BETTER AIR 
Write for the 
nearest AAF representative and a copy 


of complete-line Bulletin No. 518. 


systems name of your 


Prenisiiieiin Aw Fitter 


COMPANY, INC. 
255 Central Avenue, Lovisville 8, Ky., U.S.A. 
Representatives in 36 countries 
CABLE ADDRESS: AMFIL 





MUELLER BRASS CO. 


one dependable source for quality 
products for air conditioning, 
refrigeration, plumbing and heating 


refrigeration and Dnymaaten* 


Filter-Driers provide perfectly 
air conditioning balanced filtering and drying 


For virtually every refrigeration and air- = BA to meet every installation 
conditioning need, Mueller Brass Co. i need. Complete range of sizes 
offers high quality components, includ- ey = and capacities. 

ing filter-driers, strainers, valves, heat 


exchangers, tube and fittings, manifolds (J Globemailer 


and service accessories. Packed line valves, 


available in streight-thru 
and angle types, are 
carefully engineered and 
ee constructed to give leng, 
PT ig htiaAler trouble-free service. 
FITTINGS A yn 


Liquid indicators utilize light refraction to 

Mueller Brass Co. : indicate refrigerant leve:. Can't leak, shock- 
prod a complet proof mounted . . . in single or double port 
line of both solder-type models with flare or solder end connections. 
or flare fittings ina 
range of sizes and i 
styles to accommodate 180 SS 

RETURN BENDS S 





every type of 
refrigeration installa- A complete range of sizes for : SS TUBING 
tion. Manufactured d %, ling coils, etc., with 
from seamless copper plain or cupped ends. Both O.D. wall 
tubing, forged brass or thicknesses and center-to-center 
brass rod fabricated dimensions carefully matched to 

in our own mills. ft "s specificati 





Mueller Brass Co. Streamline dehydrated seam- 
less soft copper tubing and hard drawn copper 
tubing, available in all required wall thick- 
nesses, will fill all piping, refrigeration and 
air conditioning requirements. 





plumbing and heating 


lb, 
products ae, 
Streamline copper tube, solder-type fittings, vaives and O\e ‘é 
accessories are the industry's highest quality products 
in design, material and workmenship. Streamline 
plumbing and heating products assure efficient, long- Ss 


lasting installations. 


PVC pipe and | formed copper tube 
fittings and assemblies 


Mueller Brass Co. has a complete 
line of Normal Impact and High 
impact rigid PVC pipe and fittings Sete facilities fer 

utactured from unplasticized atin tehidiees, asta a 
polyvinyl chloride. Provides 


flaring, flattening or sealing, beading 
exceptionally long service 
life under severe corrosive 


and grooving, drilling, piercing, 
conditions . . . ideal for chemical 


machining, joining . . . all at 
handling and industrial processing. 


Mueller Brass Co. supplies formed copper 
tube and assemblies to customer's 


iGeati Cc 




















consistently close tolerances. 


MUELLER BRASS CO GENERAL INFORMATION 


For sugar and paper mills, breweries, distillers and 
coals other industrial applications, Mueller Brass Co. copper 
Port Huron 43, Michigan, U.S.A. tubing is supplied to customer's specifications. Mixed 


groups of items can be packed for delivery to different 
Cable address: Streamline job sites for any customer, eliminating rehandling costs. 
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World Labor Makes its Plans 


They are ambitious, but trade 
unions face severe problems, 
too. An exclusive survey tells 
business what to expect. 


TRADE UNION LEADERS are now mak- 
ing their plans for action in the 
1960s. And businessmen can be as- 
sured that the 60-miliion organized 
workers in non-Communist lands 
will campaign hard for higher 
wages, more benefits, shorter hours 
—and for more unorganized com- 
patriots to join them in the ranks. 

More important, trade union at- 
titudes and tactics are changing in 
many nations. This is true as much 
where trade unionism is weak as 
where it is strong. In no nation 
can management ignore the trend 
of labor thinking, for labor devel- 
opments in one country sooner or 
later have their effect in others. 

To find out the mood of labor, 
INTERNATIONAL MANAGEMENT DI- 
GEST last month asked correspond- 
ents in a dozen countries to report 
on (1) what unions in their areas 
were aiming for, and (2) what 
problems unions face in attaining 
their goals. Brief highlights from 
the cabled answers appear at right. 
And while area differences were 
great, there were trends common 
to all the reports. 


1. Common Denominators 


—Organizing the unorganized is 
high on union agendas. Of an 
estimated 245-million potential 
trade union members, only a 
fourth are now in varying stages 
of trade union development. Even 
in nations such as Japan and West 
Germany, hardly more than a third 
of the work force is unionized. 

—Education is essential to un- 
ion development. And the labor 
movement—through the Interna- 
tional Confederation of Free 
Trade Unions (ICFTU), backed 
by experienced American and 
European unionists—is pressing 
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“ORGANISE! EDUCATE!” is motto of Free Trade Unions, publisher of pamphlets like this one for Asia and Africa. 
They appear in a dozen tongues, some of them shown above in color. 


a worldwide educational drive. 
There are training schools and 
travel for future union leaders; 
propaganda by pamphlet, press, 
radio—especially in Latin Amer- 
ica, Asia, Africa. Government and 
inter-governmental groups like the 
U.S.A.’s International Coopera- 
tion Administration, the Interna- 
tional Labor Organization, the 
European Productivity Agency 
frequently assist. 

—Trade unions are becoming 
more concerned with modern union 
administration, collective bargain- 
ing at the plant level, serious re- 
search into matters of productiv- 
ity and labor economics. This may 
be the result of a growing dis- 
enchantment with ideology and 
politics, and with over-ambitious 
politicians as labor leaders. 

—The idea that wages can be 
linked to productivity is becoming 
accepted by more unionists. Blind 
opposition to technological ad- 
vance is lessening. 

—The interdependence of work- 
ers in different areas is beginning 
to be better understood among 
unionists. Regional markets are one 
reason. And there are hundreds of 
examples of how wages and work- 
ing conditions in _ industrially- 
advanced nations are now, more 
than ever, influenced by those else- 
where. 

A recent ICFTU study of the 
Asian textile industry found that 
cut-throat competition had forced 
wages to “incredibly low” levels 
and hours to 60 a week or more. 
Says an ICFTU official: 

“The margin of efficiency and 
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productivity which gave the differ- 
ence in wage levels a semblance 
of justification is beginning to dis- 
appear in an age where unskilled, 
even illiterate.workers are trained 
to use the most advanced 
chinery.” 


ma- 


ll. Problems for Labor 


Labor’s answer is to organize, 
educate, fight for a better deal 
worldwide. But the problems vary 
widely with different kinds of 
trade unions. 

A growing worry for North 
American and European union 
leaders is a new public determina- 
tion to avoid inflation and, when 
it occurs, to blame union wage 
demands. Indeed, governments are 
sometimes more adamant against 
wage rises than management. 

¢Too Much Power — In the 
U.S. A., a mature unionism has 
won so much economic power that 
a public reaction has set in. (IMD 
—Sept.,p12). In Japan, trade un- 
ionism has no maturity, no real 
roots in the social system. Created 
from the top-down by the Amer- 
ican Occupation, its paternalism 
leaves many of the rank-and-file 
workers completely apathetic. 

Apathy is a problem in other 
countries, too. Take Brazil. Be- 
cause the government has been so 
active in the labor field, setting 
up labor courts, ladling out bene- 
fits, raising wages by decree, 
there is little left for a bona fide 
Brazilian union to fight for. It 
is hard to recruit loyal dues-pay- 
ing members when workers see 
that their gains result more from 


government action than union bar- 
gaining. And without a loyal corps 
of dues-payers no union can be 
more than a paper organization or 
a political front. 

eLack of Leaders — Finding 
able, honest leadership is perhaps 
labor’s severest problem every- 
where in the world, and especially 
in areas where unionism is young. 
Too often union officials are gov- 
ernment appointees or ambitious 
politicians—corrupt, weak, more 
interested in personal power than 
in improving the lot of the worker. 
The Perons really cared little for 
the “shirtless ones” and now Argen- 
tine labor, along with the rest of 
the country, is paying for it with 
austerity and strife. 

But there are signs that workers 
are becoming more sophisticated, 
beginning to grumble that “our 
leaders are getting fat working 
for the government, not ys.” A 
recent case on the Mexican rail- 
ways showed what can happen: 
Workers threw out a “fat” leader 
and turned to a wild radical who 
got the country into a severe strike 
before he was carted off to jail. 

Workers also begin to recognize 
the leader who is “working for 
the company, not us.” INTERNA- 
TIONAL MANAGEMENT’s correspond- 
ents heard several company execu- 
tives warn that businessmen had 
better learn to deal with honest, 
though radical, union leaders rather 
than try to support leaders who 
“think the company’s way.” The 
danger, said a Mexican executive, 
is that “the workers will soon get 
fed up, throw out the conservative 
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leader, and follow a wild-eyed dema- 
gogue and opportunist—possibly a 
Communist, too.” 

¢Red Trouble—Communists are 
the bane of responsible labor 
leaders as well as of managers 
(though they sometimes make the 
most effective, disciplined union 
men and you even hear of a few 
executives who seem to prefer to 
deal with them). Communists cre- 
ate dissension in labor ranks which 
allows unscrupulous governments 
and businessmen to play unions off 
against each other. Usually the 
worker loses. 

Communists are actively bur- 
rowing into labor organization 
throughout Asia, Africa, Latin 
America. Even in Western Europe 
their influence still concerns free 
trade union leaders. In France, 
non-Communist unions want to 
avoid pressing strong demands be- 
cause they fear the resulting 
strike movement would play into 
the hands of the huge, Red-led 
Confederation Generale Tra- 
vailleurs. 

The possibility of a “thaw” in 
the Cold War following the Eisen- 
hower-Khrushchev exchanges 
makes union men nervous. The 
leader of the militantly anti-Com- 
munist Force Ouvriere in France 
made this wry observation: 

“If you Americans end up by 
making the Communists respect- 
able, how can I keep my member- 
ship from mixing it up with the 
CGT?” 


des 


ill. The Americans’ Role 


U.S. trade union leadership 
yields to no one in its anti-Com- 
munism. And for 10 years, spe- 
cialists from the American labor 
federations have been working 
overseas to help struggling unions 
get on their feet and resist Com- 
munist influence. 

Many U.S. unionists—people 
like Walter Reuther, chief of the 
autoworkers, or George Weaver, a 
Negro who helped Malayan unions 
organize —- enjoy great respect 
overseas. One reason is that work- 
ers in some countries still look on 
the U.S.A. as a society of ruth- 
less capitalists somehow held in 
check by these trade unionists 
and forced to provide the high 
benefits that American workers 
enjoy. 

¢ Incentive—Now, new trends in 


the international economy give 
American labor leaders even more 
incentive for international activ- 
ity. Rising productivity abroad 
has resulted in higher American 
imports, and U.S. workers in some 
industries are deeply concerned 
about what they call “low-wage 
foreign competition” (page 1). 

U.S. labor unionists know they 
cannot set off a round-the-world 
offensive to raise these lower 
wages. But they can help, and ex- 
pect to increase assistance to for- 
eign unions, working directly and 
with the ICFTU. They have seen 
past efforts bear fruit as unions 
overseas place greater stress on 
economics, collective bargaining, 
and U.S.-type labor contracts in- 
stead of (as a U.S. unionist puts 
it) “always seeking political solu- 
tions to what are essentially eco- 
nomic problems.” 

As industrialization proceeds, 
as living standards rise, as unions 
become more involved in economic 
issues, U.S. labor sees its inter- 
national influence growing. 


IV. What are the Issues? 


A quick survey points up the 
current issues in world labor. 

In the UK and much of Western 
Europe, union leaders are behav- 
ing moderately. While there will 
be the inevitable demand for wage 
rises, the new campaign is for a 
shorter work week. Already it is 
gathering speed and will probably 
be successful (though not as soon 
as unionists hope). Also you see 
labor leaders trying to encourage 
plant-level bargaining rather than 
the traditional broad regional set- 
tlements -with employers’ groups. 

More Recruits—German and 
French unions think this will help 
them win more members. They be- 
lieve that, over the next decade, 
their ability to become true bar- 
gaining agents is the sine qua non 
of union survival. 

Only Italy among the Common 
Market nations expects much labor 
trouble soon. Unions there are 
usually weak, and have not yet 
been able to win protective labor 
legislation. Though a few workers 
(in autos, for example) are well 
off, others are not and in months 
to come will be more receptive to 
strike calls. 

Unionism is making progress in 
Latin America, thanks partly to 
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ICFTU educational efforts. But it 
has a long way yet to go. In Cuba, 
the trade unions are caught up in 
revolutionary confusion. Argen- 
tine unions are squeezed between 
a 50% cost-of-living increase and 
the government’s determination to 
fight inflation. In both countries, 
labor-management relations will 
be troubled. 

¢ Explosion? The outlook in 
Mexico is turbulent, too. Mexican 
unionism is confused, having great 
trouble finding honest and able 
leadership. Wage pressures are 
increasing. A critical problem for 
unions, management, and govern- 
ment is the great spread between 
pay in modern industries and the 
near-subsistence level elsewhere. 
One businessman told IMD: “The 
lower wages will have to go up 
fast—or something will explode.” 

In Brazil, weak, government- 
dominated unionism is trying to 
pull itself together, consolidate 
unions in the same industries on a 
regional or national scale. This 
way leaders believe they can gain 
greater influence, secure higher 
wages and better conditions. But 
most observers believe many years 
will pass before Brazilian unions 
become disciplined organizations 
of dues-paying members. 

¢ Beginnings—In most African 
and Asian countries modern trade 
unionism is just beginning to ap- 
pear. Often it is so wound up in 
politics that purely labor matters 
are forgotten. 

There are exceptions: The Ma- 
layan plantations workers are a 
pioneering organization in Asian 
labor. In India, unions are cam- 
paigning hard for better condi- 
tions, and beginning to accept the 
principle of wages linked to pro- 
ductivity. In the Philippines, labor 
has won greater security and en- 
couragement for collective bar- 
gaining than is found elsewhere in 
the Far East. 

¢ Challenge—In Japan, the trade 
unions—for all their weaknesses 

are mounting a strong campaign 
for a minimum wage and a shorter 
work week. The problem remains: 
How to organize the vast masses 
of low-paid workers in the small 
workshops, whose wages depress 
the entire Japanese labor market. 
Indeed, this is the critical chal- 
lenge for labor unions throughout 
the world. @ 
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MR. KHRUSHCHEYV decided to “Have a Pepsi” at the U.S. Moscow ex- 
hibition. Toast delighted Donald Kendall (left), Pepsi International . . . 


. . as well as his boss, Herbert Barnet, 
the new chairman of the Pepsi-Cola Co. 


More Sparkle—Worldwide—for Pepsi 


Dynamic management and 
marketing pay off, from 
Caracas to Moscow. 


NIKITA KHRUSHCHEV has provided 
plenty of surprises over the past 
few months. And not the least of 
them was the spectacle of the Com- 
munist chieftain visiting the Pepsi- 
Cola bar in the U.S. A.’s Moscow 
exhibition last summer. There, 
surrounded by the Kremlin hier- 
archy and visiting Americans, he 
drank a toast—vperhaps unwit- 
tingly, perhaps not—to one of the 
world’s most thriving competitive 
capitalist businesses. 

“Very refreshing,” said Mr. 
Khrushchev as he drained his 
third cup of cold Pepsi. After such 
praise, no one would be surprised 
to see the Soviets—who have long 
denounced cola drinks as a wicked 
concoction of capitalist devils—go 
into the cola business (with or 
without a licensing agreement 
with Western manufacturers). 

¢Number Two—The publicity- 
conscious Pepsi-Cola Co. of the 
U.S.A. was equally refreshed by 
the Moscow toast. This cola man- 
ufacturer has gone from near- 
bankruptcy 10 years ago to a 
highly profitable position as lead- 
ing competitor to Coca-Cola Co., 
the giant of the international soft 
drink business. 

Coca-Cola still outsells Pepsi by 


more than two to one, according to 
a recent report in Business Week. 
But Pepsi is growing much faster. 
Its sales have tripled between 
1950 and 1958 (to $136.8-million), 
while Coca-Cola has gained just 
50% (to $305-million). Pepsi’s 
income has shown a more spec- 
tacular rise, while Coca-Cola’s has 
fallen slightly. By the end of this 
year, Pepsi expects to be bottling 
cola or selling the syrup concen- 
trate in 90 nations. In several of 
these, as well as in a few impor- 
tant U.S. markets, it is ahead of 
its great competitor. 

¢Steele and His Team—Pepsi’s 
sensational growth owes much to 
the vitality and skills of the com- 
pany’s late chairman, Alfred N. 
Steele, who died last April, and to 
the aggressive management team 
he created. A key man on that 
team was Herbert L. Barnet (cover 
picture), who now has stepped 
into Steele’s job as chief executive. 

Barnet, 48 years old, is a lawyer 
with the heart and fire of a sales- 
man. Steele called him the “finest 
marketing brains in American in- 
dustry.” He came to Pepsi 10 
years ago, after serving the com- 
pany indirectly as a member of 
its law firm. Barnet’s present plan 
is to pursue vigorously the suc- 
cessful path laid out by his prede- 
cessor. And that means special em- 
phasis on international business. 

When Steele took over back in 
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1950, leaving a job as marketing 
director of Coca-Cola, Pepsi-Cola 
was staggering badly. Sales had 
stagnated after the war, and prof- 
its from 1946 to 1949 had dropped 
70%. 

Troubles were legion. The com- 
pany had its money tied up in 
profit-draining enterprises such as 
sugar plantations, label printing, 
bottle-cap making. Its product 
was severely criticized as too 
sweet, too watery, too tasteless. 
And it was being marketed and 
advertised with an image that 
came straight from the depressed 
1930’s—“Twice as much.” The 
stress was op quantity rather than 
quality. 

¢ Disorganized — But, worst of 
all, as Steele said some years later, 
“we were faced with a disorgan- 
ized, disaffected, and despondent 
body of people. . . . The dishar- 
mony between company and the 
franchised bottler was such as to 
render common progress difficult, 
if not impossible.” 

The soft drink business is es- 
sentially a marketing operation: 
A company spends about 60% of 
its gross income on advertising 
and merchandising, only 30% to 
produce the concentrate or syrup 
that is the basis of the product. 
And this is only the beginning, 
because a successful company’s 
marketing stimulates at least 
equal advertising and promotional 
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. + » expert marketing men 
were added to the staff” 


PEPSI starts on p15 


spending by its franchised bot- 
tlers. This is precisely what was 
not happening at Pepsi-Cola when 
Steele took over in 1950. 

Steele’s first move was to get 
rid of much of the old manage- 
ment. Then Pepsi’s formula was 
improved to offer a less sweet and 
“lighter” drink. The company sold 
its unwanted sugar operations. 
Steele and his men began focusing 
on a new product image—a “Be 
sociable” drink that would be ac- 
ceptable at social affairs, card 
parties, weddings. A new adver- 
tising agency was hired; expert 
marketing men were added to the 
company staff. 


«Building Confidence — But 


Steele’s big job was in regaining 
the confidence of franchised bot- 
tlers. He did this by pouring mil- 
lions of dollars into aggressive 
advertising and promotion, new 
packaging, new marketing tie-ins, 
new aids to bottlers. 

Promotion and an improved 
product started sales moving, and 
increased sales generated new con- 
fidence. The bottlers, in turn, be- 
gan to act more vigorously. With 
Pepsi’s help they began getting the 
drink into new outlets—grocery 
chains, transportation terminals, 
and into vending machines in thea- 
ters, buildings, gasoline stations. 
Now the bottlers are investing $15- 


million annually in vending ma-. 


chines and the company has 
worked out a financing plan with 
banks to help them. 

Both Steele and Barnet proved 
themselves to be master showmen. 
The Moscow drink stand was the 
latest effort. This was preceded 
by many Pepsi “courtesy” bars at 
political conventions, trade shows, 
Boy Scout jamborees. 

Steele’s last move in this direc- 
tion was to take his executives on 
a six-week “ad-orama” tour of the 
U.S.A., introducing them to 
Pepsi’s 500 domestic bottlers and 
stimulating enthusiasm. A key at- 
traction of the project was Steele’s 
wife, actress Joan Crawford, who 
now is a Pepsi director. 

e Overseas Refreshment — Sim- 
ilar initiative and enthusiasm have 
marked Pepsi’s growth outside the 


U.S.A. “El Refresco de la Ami- 
stad” (the friendly refreshment) 
has been the slogan as Pepsi has 
marched through Central and 
South America. Sales in Mexico 
have jumped 476% in the last ten 
years; in Venezuela 232%; and 
278% in Brazil. Overall world 
sales have increased 600% during 
the period. 

Donald M. Kendall, president of 
Pepsi International, stresses the 
local nature of the company’s op- 
erations overseas. The enter- 
prises are owned and run by na- 
tionals. Under its franchise agree- 
ment, Pepsi supplies two things: 
(1) concentrate for making the 
soft drink; (2) advice on stand- 
ardization, production, advertis- 
ing and marketing. 

Pepsi franchise holders often 
make big profits. A Venezuela 
syndicate that began with an in- 
vestment of $2.5-million ten years 
ago today pockets after taxes 
$l-million a year, though it has 
re-invested another $9-million of 
profits into new bottling plants. 
Other industries also benefit from 
Pepsi enterprises—the suppliers 


of sugar, carbonic gas, bottles, 
trucks, advertising services. 

Last year, Pepsi International 
opened 17 new plants in nine dif- 
ferent countries. Thirty more are 
scheduled for this year. This will 
put the Pepsi label in 11 new coun- 
tries, and make the drink available 
in 90. In addition to the many 
franchised bottlers, Pepsi-Cola Co. 
itself has nine plants to make its 
concentrate overseas. 

¢ Profitable and Seasonal — In 
his drive for more international 
business, Barnet is following 
Steele’s lead, encouraging estab- 
lished bottlers to expand, opening 
new territories with new fran- 
chises. There is a special reason 
for this global emphasis, beside 
the fact that it is desirable and 
profitable business for its own 
sake. This is because the demand 
for Pepsi-Cola fluctuates about 
28% between summer and winter. 
Pepsi’s hope is to flatten out the 
fluctuations by building sales in 
countries that enjoy summer while 
the U.S. is having its winter, and 
in countries where it is warm year- 
round. @ 
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Licensee assembly fran- 
chises are available in 
many parts of the world. 
Crane Carrier Industries 
provide complete design and 
engineering service, groups 
of essential components. 
Write for details. 
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Customized vehicles— made to the measure of 
your equipment needs—are our business! To 
date, Crane Carrier Industries people have 
designed and built over 300 different cus- 
tomized vehicles, some on a production line 
basis, others on individual order. 
In each case, the vehicles were 
tailored to the specific needs of 
manufacturer or user. Crane 
Carrier vehicles for cranes, con- 
crete mixers, rock hauling, drill 
rigs, and a dozen different special 
industrial machines, are now man- 
ufactured in the U.S., Canada, 


The Netherlands, and Australia 


to better serve users all over the globe. 
If you need special problem-solving vehicles, 
tell us! It costs you nothing to find out how 
well your needs can be met by Crane Carrier 
Industries. Write direct to Crane C 
dustries, Export Div., 
Toronto, Canada. 
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Export Division, 
Toronto, Canada 


CRANE CARRIER 


arrier In- 




















The chairmen of Unilever—Heyworth of “Ltd”, Tempel of 
“N.V."”—agree that a manager should be judged by. . . 


Competence, not Nationality 


“ANYONE who works for an interna- 
tional business has a right to be 
judged by his competence, not by 
his nationality.” 

This recent policy statement, 
from the top management of Uni- 
lever, is not a concession to nation- 
alistic sentiments. On the contrary, 
it is an international business’s an- 
swer to unreasonable nationalism. 

This policy puts Unilever in op- 
position to laws that discriminate 
against foreign employees: “We do 
not think,” commented Unilever’s 
top management, “that any good 
end is served by promoting a man 
simply because he was born [in the 
country], unless he can do the job 
—or be trained to do it—at least 
as well as someone who was not.” 


¢ Twins — Unilever, like Royal 
Dutch/Shell, is a British-Dutch 
partnership, formed exactly 30 


years and one montk ago through 
a merger of the Dutch Margarine 
Union and Lever Brothers. Actu- 
ally, it is a twin corporation with a 
completely interlocking board of 
directors, with Lord Heyworth sit- 
ting as chairman of Unilever Limi- 
ted of Britain, and F. J. Tempel 
as chairman of Holland’s Unilever 
N.V. Both men read identical re- 
ports at the annual meetings in 
London and Rotterdam. 

There are some 450 associated 
companies, which last year reported 
total sales of £1,728-million. And be- 
sides Unilever’s well-known house- 
hold trademarks, the associated 
companies. are also involved with 
such things as import and export 
trading, frozen foods, ice cream, 
fisheries, agricultural feed. 


Unilever’s headquarters split the 
responsibilities: Companies in ster- 
ling and Commonwealth countries 
report to London, all other com- 
panies report to Rotterdam. The 
lines are not inflexible, however. 
The U.S.A.’s Lever Brothers is in 
the Rotterdam family, for instance, 
but because of language it is in 
closer contact with London’s tech- 
nical service departments. 

¢Better Margins — Unilever’s 
total profits this year are running 
well ahead of last year, with the in- 
crease due more to better margins 
than higher sales; net profit mar- 
gin hit 4.6% in the first half, 
against 4.2% in last half 1958, 
3.3% in first half 1958. 

The N.V. family continues to 
contribute a higher gross profit on 
lower capitalization (£29.2-million 
in first half 1959, against £24.6- 
million for Ltd.; combined net was 
£29.8-million). But the Limited 
group showed a bigger profit ad- 
vance in the first half this year. 

The relative slowdown in N.V. 
profits is largely attributable to the 
devaluations of the French and 
Turkish currencies early this year; 
Unilever N.V. also disposed of its 
Norwegian interests. 

Shares in both parent companies 
have become more widely held out- 
side Britain and the Netherlands 
in recent years. But N.V. shares 
have been much more popular with 
foreign investors—they are bearer 
shares, and Dutch laws are more fa- 
vorable to the foreign investor. 
About 35% of N.V.’s_ ordinary 
shares are now held outside the 
Netherlands; they have recently 


been listed on the Duesseldorf ex- 
change, and have been on the Paris 
Bourse for some years. 

¢The Expatriate — While local 
management talent is encouraged 
in all of the associated firms (“local 
knowledge is found most readily in 
local men’”’) Unilever looks forward 
to the day when the “expatriate” 
manager will be considered simply 
the mark of an international busi- 
ness, not a symbol of exploitation 
or colonialism. Thus, the Unilever 
expatriate will someday be not only 
the Briton or Netherlander on over- 
seas assignment, but will just as 
likely be the Asian in Britain, the 
Italian in Africa, the Frenchman 
in Denmark. 

This process of internationaliza- 
tion is still in its early stages at 
Unilever, but there are already 225 
managers, excluding Britons and 
Netherlanders, who are employed 
outside their native countries. 
About a third of the students in 
Unilever’s headquarters manage- 
ment courses come from outside 
Europe. And every year about 200 
managers and specialists spend up 
to six months with one or another 
of Unilever’s European companies. 

¢ Capital-Minded — Unilever has 
abandoned its past policy of holding 
all the shares of its subsidiaries. 

In its partnerships, Unilever 
strongly prefers that its local part- 
ner—entrepreneurs, banks, or gov- 
ernments—put up new capital. And 
the associated companies are ex- 
pected to raise their own capital 
requirements: local shares are often 
put on the market to finance expan- 
sion and diversification. 

But where a company has clear 
prospects for success in a venture 
but lacks funds, Unilever will sup- 
ply all the capital—and has done 
so in Italy, Turkey, Burma, Brazil, 
and Africa, to name a few. The par- 
ent companies also back borrowings 
with their own “A-1” credit ratings. 

In all its partnerships, Unilever 
takes over the responsibility of op- 
erating the business. Primary con- 
trol is exercised through the assign- 
ment of managers, and approval of 
major expenditures. The chairmen 
cite a “disposition to advise rather 
than command” but, equally pointed, 
they say they are not running an 
investment trust: “We think that 
central control, within reason, helps 
our companies to grow more than 
it restricts their freedom.” ® 
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MORE STEEL 


Millions of additional tons from Bethlehem plants 


So that more steel will be available to 
the industries of the world, Bethlehem 
is rapidly expanding the capacities 
of its plants in the United States of 
America. 

For example, the great Sparrows 
Point Plant (world’s largest on tide- 
water) will soon have an annual 
capacity greater by 2,000,000 tons 
than it had a few years ago. From 
this plant, in the Port of Baltimore, 
products for export distribution 


can be loaded directly on board ship. 
Increased production means that 
greater quantities of steel products 
will be available for the export mar- 
kets. In addition, it means that Bethle- 
hem’s friendly offices and representa- 
tives throughout the world will be 
able to serve you better and more 
promptly than ever before. Bethlehem 
Steel Export Corporation, 25 Broad- 
way, New York 4, U.S.A. Cables: 
“BETHLEHEM, NEWYORK.” 


Represented in all principal cities of the world by 
offices and representatives of Bethlehem Steel Export Company 
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Bethlehem supplies steel to 
world markets in all forms, 
including 
BARS * ALLOY STEELS * TOOL STEELS 
PLATES * STRUCTURAL SHAPES 


SHEETS * STRIP * TIN PLATE * PIPE 
WIRE PRODUCTS * RODS * RAILS 


peTHLEHe 


* 


STEEL 








JOHANNESBURGERS TO BOSTON 


JAPANESE TO DARWIN DARWINITES TO CEYLON 


CEYLONESE TO BEIRUT LEBANESE TO FRANKFURT FRANKFURTERS TO LONDON 


BOAC operates world-wide passenger and cargo services, by Comet 4 jetliners or jet- 
prop Britannias. Whether you fly Economy Class, Tourist, First Class or de Luxe, it 
costs less than you think by BOAC. No extras to pay—no tips—for service with the 
accent on you. 


Consult your local Travel Agent, or any office of BOAC in the U. K., or BEA in Europe 
. ee a 
B () A ( takes good care of you 


BRITISH OVERSEAS AIRWAYS CORPORATION WITH ASSOCIATE AIRLINES 
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LOOKING AHEAD 
i Technology 








High-Speed Semiconductor Coming 


General Electric Co., U. S. A., soon will offer industry experimental samples 
of its “tunnel diode,” said to handle electrical charges 10 to 100 times as 
fast as the fastest transistor. The tunnel diode, first reported in 1958 
by a Japanese scientist, is related to the transistor but operates on a 
different principle. G.E.’s Dr. Guy Suits expects the tunnel diode, when 
fully developed, to find an important market in high-speed computers, 
television sets, nuclear controls, and space vehicles. 


Recovery of Metals from Sea Water 


A process that may extract large quantities of gold, aluminum, and uranium 
from the seas at low cost has been developed in South Africa, and is being 
studied by the U. S. A.’s Armour & Co. Minerals are brought to the 
surface in froth developed by blowing bubbles of various soaps into the 
water. (Chemical Week, July 18, p60) 


Dacron Passes Tests as Tire Cord 


Dacron soon may compete with nylon and rayon as a quality cord in auto- 
mobile tires. U. S. A.’s Firestone Tire & Rubber Co. recently announted 
that it has obtained excellent test results with the versatile synthetic 
(called Terylene in Britain) in tires. 


Scientists Look to Geothermic Power 


Capital must devote more of its resources to the exploration and develop- 
ment of geothermic steam, Dr. Ear] F. English told a conference at Southern 
Research Institute, U.S. A. The volume of accessible heat hidden in the 
earth, the power expert said, is “millions of times greater than all the 
known resources of fossil fuels and will endure for millions of years.” 


Detergents Used to Improve Foods 


Tests at U. S. food plants are proving that minute amounts of detergent 
can effectively be used in cleansing both fresh produce as well as produce 
and fruit marked for canning or freezing. The detergent removes more 
soil, bacteria, and insecticide residues than conventional washing, and 
vegetables appear brighter and last longer on the shelf. Detergents for 
this purpose must be: non-toxic and nearly tasteless; superior in wetting- 
out ability ; free rinsing ; and relatively non-foaming, so that either spray or 
flume type washing equipment can be used. (Food Engineering, July, p57) 


Research and Technology Briefs 


With their eye on the synthetic competition, Malayan rubber growers are 
increasing research spending. Coming out of laboratories are rubbers with 
properties of leather and plastics, for shoe soles, electrical outlets, cups and 
saucers. (Chemical Week, Aug. 8, p72) . .. Stinson Aircraft Tool & 
Engineering Co., one of several U. S. firms beginning production of electric 
autos (IMD, May, p50), plans to get its car parts in Germany or Japan, 
then assemble in the U.S. American suppliers are too busy with Detroit 
automakers. (Purchasing Week, July 27, p6) . . . Sometime next year 
the Bulova Watch Co. will market transistorized, battery-powered wrist- 
watches, which require neither mainsprings nor balance wheels. 
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PACKAGING COSTS dronned 300% hy 
putting machines in rubberized molds. 


PRODUCTION AND MERCHANDISING 
men today are joining forces in a 
determined effort to improve the 
packaging of industrial products. 
In scores of factories, in the U.S.A. 
and elsewhere, plant managers are 
sitting down with sales executives 
and design engineers. 

Together they are studying new 
materials — urethane foams, flexi- 
ble plastics, wet-strength papers, 
foils, tailored-to-product cartons. 
And they are evaluating packaging 
designs and methods previously 
used largely for consumer products. 

¢Double Payoff — Their efforts 
are paying off handsomely in in- 
creased sales and in reduced costs. 
Users of industrial products appre- 
ciate trim and convenient packages. 
Their enthusiasm is reflected in re- 
peat sales when they get packages 
that travel safely, handle and open 
easily, and are properly labeled. 


PRODUCTION and sales executives study distinctive, serviceable industrial 
packages that have led to $40,000 annual savings for American Chain & Cable. 


Better Packages—Bigger Profits 


But the joint effort has yielded 
even more dramatic profits through 
cost reductions. Such savings have 
come from package standardization, 
the use of less packing material, 
less handling, less breakage, and 
more efficient filling and closing of 
packages. 

Evidence of the success of the 
program in the U.S.A. is shown in 
a recent survey of the Better Pack- 
aging Advisory Council. An aver- 
age sales increase of 32% was re- 
ported by 800 companies who had 
recently revised their packaging. 
And about 600 of the group told of 
substantial cost reduction in pack- 
aging materia!s and labor. 

¢ Savings of $40,000—For exam- 
ple, teamwork between production 
and sales departments today is sav- 
ing American Chain & Cable Co. 
$40,000 a year, Factory magazine 
reports. The program began five 





1. Design your package so that it is 
easy to form, easy to pack, easy to 
seal. 

2. Select a material that will take a 
label or stencil imprint readily. 

3. Make the design distinctive, bold, 
attractive. Brand identification 
portant. 

4. Use machines instead of men wher- 
ever-the volume of packaging permits. 
5. Keep material-handling problems in 


is im- 





A CATECHISM FOR PACKAGERS 


mind when designing your packaging. 
The functions are closely related. 

6. Design your package so that in- 
transit damage will be kept to a mini- 
mum. 

7. Design export packages so that they 
are hard to open and will clearly show 
the effects of any tampering. 

8. If you export small, removable items 
put a catalog number, not a descrip- 
tion, on the carton. Don’t tempt thieves. 








years ago when the company’s op- 
erating and merchandising execu- 
tives got together and agreed that 
their packages for cotter pins, 
chains, s-hooks, and related equip- 
ment were both inefficient and un- 
attractive. 

Packaging was standardized, and 
the number of boxes reduced from 
38 to 13. The outsides of the boxes 
also were redesigned, with a new 
trademark and color pattern. 

Then in 1957 the two depart- 
ments agreed on some further. pack- 
aging changes. The number of 
package sizes was reduced again, 
all wire-bound wood boxes were re- 
placed with neater, cheaper corru- 
gated cartons, and designers im- 
proved the shape and appearance 
of the cartons (picture, above). 

The production-sales team found 
savings in three directions: (1) the 
new cartons cost 50% less than the 
wire-bound boxes; (2) standardiza- 
tion meant less labor, inventory, 
and handling costs; and (8) the 
attractive cartons offered brand 
identification and made the distrib- 
utors and customers happier. 

Factory reports on more than a 
dozen other U.S. concerns who have 
found big savings in redesigning 
their industrial packages. Here are 
some typical examples: 

¢Rubberized Molds — Despite 
costly packaging, Underwood 
Corp.’s typewriters and small add- 
ing machines were getting damaged. 
The company now has turned to 
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Euclid "“TWINS” give you 


a better return on investment 





Twin-Power all-wheel drive 
scrapers get more work done 
and move the cheapest dirt 
on every kind of job. 





Only the 
EUCLID TS-24 SCRAPER 
has all these features: 


2 engines — 563 total h.p. 
All-wheel drive 
One-man operation 


32 yd. heaped capacity 
(24 yds. struck) 


2 Torqmatic Drives 
NoSpin differentials 


27.00 x 33 tires 
(33.5 x 33 optional) 











The Euclid TS-24 Scraper can help you beat the squeeze on 
profits because it’s the most versatile and most productive scraper 
in the field. Two engines, each driving an axle through separate torque 
converters and semi-automatic transmissions, provide maximum usable 
horsepower at all times. The “Twin” can self-load and move big 
loads out of soft or sandy borrow pits and over steep grades. With 
“no clutch’’ Torqmatic Drives, NoSpin differentials, and fast-acting, 
independent hydraulic controls, the TS-24 is easy to operate and has 
unequalled maneuverability. 


Performance records from a wide range of work . . . from small 
jobs where one or two scrapers must handle all the earthmoving with- 
out supplementary equipment . . . to big yardage projects where the 
“Twin” is teamed with the Euclid TC-12 Crawler for high speed pro- 
duction . . . show that the TS-24 provides a big cost advantage. 


The Euclid dealer in your area will be glad to give you details on 
the complete line and show you why Euclids are your best investment. 


GENERAL MOTORS OVERSEAS OPERATIONS « 1775 Broadway, New York 19, N. Y, U.S. A. 
EUCLID (GREAT BRITAIN) LIMITED + Newhouse, Lanarkshire, Scotland pS 


EUCLID PRODUCTS 


SB 
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Easier to drive... 


CLARK EQUIPMENT INTERNATIONAL, C.A. 


Apartado 2717, Havana, Cuba - Cable—Clarintca, New York 


CLARK’: 


Easier to maintain! 


No long training program is necessary to learn 
how to drive a Powrworker.© Simplified, direc- 
tional controls on the handle, easy steering, posi- 
tive braking—all combine to assure you of top 
efficiency the first day your operator starts using 
a Powrworker. 

And you put an end to maintenance problems. 
The Powrworker is the most accessible truck on 
the market. Routine, preventive maintenance, or 
even a complete overhaul, is accomplished with 
a minimum of down-time and cost. 

Inexpensive to buy, inexpensive to use, the 
Powrworker enables you to increase greatly em- 
ployee’s efficiency through a relatively small 
capital investment. 

Investigate the many outstanding features of 
the Powrworker for yourself. Simply cable or 
write POWRWORKER at the address below. By 
return mail you will receive a full-color, 16-page 
booklet illustrating all operating details. Why not 
do it now ... while you’re thinking of it? 


EQUIPMENT 


Manufactured in Australia, Belgium, England 


24 


FORK TRUCKS « TOWING TRACTORS 
POWERED HAND TRUCKS « STRADDLE CARRIERS 





, France, Germany, and U.S.A. 


packing the machines in rubberized 
molding (picture, preceding page) 
that holds every movable part 
firmly. Packages are put together 
faster, costs are down 33%, and 
no inspection is required. 

eA Polyethylene Skin—AFC In- 
dustries had been packaging a large 
silicone rubber gasket between 5- 
mm. aluminum plates recessed to 
fit flush and bolted together. A 
polyethylene corrugated-board skin 
has proved an ideal substitute. It 
costs only 75¢, compared to $24 for 
the bolted aluminum, and it means 
easy handling and visual inspection. 

¢ Packed in Cellulose — Interna- 
tional Equipment Co. ships many 
sizes and shapes of motors, heads, 
and components. Packing these 
items was a costly and time-consum- 
ing procedure when parts went into 
wooden crates stuffed with excelsi- 
or. Corrugated cartons and cellulose 
wadding now are used, with a 100% 
increase in package-line output. 

¢ Colored Plastics Boxes — Taps 
and gages made by Besly-Welles 
Corp. used to be shipped in 34 
different box sizes. Now they go 
in two sizes of small plastics boxes, 
packed firmly in polystyrene foam. 
The boxes are of different colors to 
distinguish the types of parts. The 
new package costs less, and has 
more merchandising appeal. @ 


Saltier Seawater 
for the Japanese 


CONCENTRATED BRINE, not desalted 
water, is the purpose of a machine 
shipped a few weeks ago from 
Ionics Inc., a U.S. company, to 
Japan. 

With no native salt deposits, Ja- 
pan depends on the sea or on im- 
ports for its supplies. About 2-mil- 
lion tons of salt are imported 
annually. 

The new unit (which differs little 
in construction from an electro- 
dialysis desalting unit) is designed 
to produce a concentrated brine 
stream carrying 1 ton/day of salt. 
It will be operated by Asahi Elec- 
tro-Chemical Co., a government- 
approved licensee under Ionics’ 
Japanese patents. Another firm, 
New Japan Chemical Co., aims to 
produce 50,000-60,000 tons/year of 
salt by the same means at about 
half the present cost. (Chemical 
Engineering, Aug. 24, p53) 
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HITACHI UNLOADERS TO HELP 
RATIONALIZE MILL OPERATION 


The largest ore unloading facility 
me outside the U.S.A. will further the 
= rationalized operation of Yawata Iron 


and Steel’s new mill at Tobata, Japan. 


The installation is two Hitachi slew- 
ing man trolley type unloaders, each 


> with a rated capacity of 1,000 tons per 


hour. Both are already in operation, 


/| ¢ ten months after the order was placed. 
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The unloaders have the capability 


S0ttsatenes-- 


of emptying a 48,000 d.w.t. ore carrier 
in 24 hours. The 30-ton grab buckets, 


- operating at 75 cycles per hour, unload 


iT] 


the ore into conveyers which carry it 


| directly to the storage yard. 


Turn-around time for ore carriers 
* calling at Tobata becomes one of the 


“ shortest in the world, with resulting 








economy to the steel company. 


SUCH MODERN INSTALLATIONS are 
the fruits of 50 years of electro-mechanical 
experience at Hitachi. Hitachi designs 
and fabricates all components. This in- 
Sau tegrated manufacture results in better de- 
sign, better servicing, and quicker delivery. 


If you are seeking greater economy in your 


bic ‘ 

; “i loading or unloading operations, early. con- 
WN . sultation with Hitachi can be helpful. We 
™ shall be pleased to furnish detailed in- 

ia formation on request. 


SPHINX OF GIZA could fit under the 24meter high girder of this Hitachi 
ore unloader at Yawata Iron and Steel. Both units are mobile and have rais- 


able aprons. Operation is highly automatic. 


- SUPPLYING 
Lite. JAPAN’S TECHNOLOGY 
Tonyo Japan ; TO THE WORLD 
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OPERATOR presses buttons to send “retriever” into aisle, up, down, and 
then back with the proper motor. Panels stand at end of each of four aisles. 





Wrap and label your products to sell and to save on the 


OLIVER Wrapping Machine 


One man and the versatile Oliver Wrapper can handle a 
wide range of package sizes and shapes. Wraps baked 
goods, paper specialties, textiles, etc. using cartons, trays, 
U-boards, flat cards, or without supports. Heat-seals or 
glue-seals package for utmost protection. Quick adjust- 
ments keep the unit cost low. Seven models. Speeds up 
to 50 a minute. Electric eye registers printed wrappers. 
Roll-Type Labeling System, Cardboard Folder and Feeder, 
and other features save money every day. 


Oliver automatic La- 

beler heat-seals a diecut 
label from a continuous 
roll (printed by Oliver) to 
the wrapper. Essential in- 
formation can be imprinted 
on label just before it is 
applied. Imprint items can 
be changed in a few sec- 
onds. 


SCs” @ WV rite today for complete information on 
Oe NSL?, this Oliver Wrapping Machine 


Sarat 5 


OLIVER MACHINERY COMPANY, GRAND RAPIDS 2, MICHIGAN 





Pushbutton 
Warehouse 


MOTORS move in and out of storage 
at the touch of a pushbutton in 
this new approach to automatic 
warehousing. It was designed by 
Triax Equipment Co., Cleveland, 
U.S.A., for a distribution center 
recently opened up by Reliance 
Electric & Engineering Co. 

The automatic Retriever system, 
for handling 4800 ?-hp to 30-hp 
motors, cost Reliance a little over 
$100,000. But the company expects 
the system to pay for itself in five 
years by these three savings: 

-~One man now can handle the 
entire job of receiving, storing, 
and order-filling. 

—Only half as much storage 
space will be required as in a con- 
ventional warehouse. 

—Orders go out much faster. 

¢Pushbutton Handling — The 
system revolves around panels of 
pushbuttons at the head of each 
of the warehouse’s four parallel 
aisles. Palletized motors come to 
these points by conveyor, tagged 
with their storage destination. An 
operator presses a series of but- 
tons that sets the system going. 

The Retriever takes the motor 
off the transfer table and moves 
with it down the aisle, guided by 
floor and ceiling tracks. It stops 
at the proper column and lifts its 
load to the desired height, then 
eases the motor off to left or right 
as programmed ahead of time by 
the operator. The cart returns au- 
tomatically to its starting place. 

Filling an order is equally sim- 
ple. From location tags accom- 
panying the shipping order, the 
operator presses a sequence of 
buttons that directs the cart to the 
desired compartment. An extrac- 
tor on the cart moves under the 
motor’s pallet. The palletized mo- 
tor is drawn out into the aisle, 
lowered, and then returned. 

eSpeeds Service — Orders are 
now filled in a matter of minutes. 
They come in on duplicating mas- 
ter cards. A clerk checks if the 
motor is in stock, pulls a loca- 
tion tag from the inventory, then 
duplicates the order for a bill of 
lading and shipping tags. (Factory, 
July, p68) 
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To Help a Computer Concentrate 


... By filtering distracting voitage pulses, 
Mallory capacitors keep a computer’s 
memory from wandering. 


To help keep electronic brains safe from error and 
breakdown, Mallory has developed a series of com- 
puter capacitors that set entirely new standards for 
efficient filtering and long service. Used by the 
hundreds in the power supply, they assure a smooth- 
as-silk flow of current to the computer's thousands 
of tiny parts. 


The manufacturing methods Mallory had developed 
for building extra life and performance into capaci- 
tors gave us a head start in tackling this new applica- 
tion. Mallory computer capacitors are produced by 
special techniques under conditions as carefully 
controlled as those in a hospital operating room to 
assure they last as long as the computer itself and 
help eliminate costly trouble-shooting and down time. 


These new capacitors are the latest development of 
Mallory pioneering in the design and production of 
precision electronic components. Today you find 
Mallory products in miniature hearing aids, your 
TV set and car radio, and space satellites. And they 
will be working in tomorrow’s electronic marvels. 


P. R. Mallory international Inc. 
Indianapolis 6, Indiana 
Ducon Condenser Ltd., Villawood, N.S.W., Australia 
Johnson Matthey & Maliory Ltd., Toronto, Canada 


i 5,4 2, p 
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PR MALLORY €CO In 


Electronic, Electrical and Special Metal Components « Dry Battery Systems * Semiconductors * Timer Switches 
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PIPE MILLS 


YODER 
PIPE AND TUBE MILLS 


Today's expanding markets and tighten- 
ing economy demand closer production 
cost control. YODER’S complete line of 
ferrous or non-ferrous Pipe and Tube 
mills can help you meet production sched- 
ules economically... help you realize 
significant savings in the manufacture of 


tube and pipe. 


YODER Pipe and Tube mills offer flexible 
production to meet fluctuating demand. 
They adapt easily to the most rigorous 
schedules. Everyday manufacture of con- 
stant high quality pipe and tube in diam- 
eter of 5/16” to 24”, Speeds up to 350 fpm 
plus can be obtained with YODER mills, 


YODER aiso makes a complete line of 
Slitting equipment and Cold Roll-Form- 
ing machinery. Send for your copy of 
the fully-descriptive book covering Tube 
Mill operation. 


THE YODER COMPANY 


5517 Waiworth Ave. « Cleveland 2, Ohio 


PIPE AND 
TUBE MILLS 


(ferrous or non-ferrous) 





CURTISS-WRIGHT’S Air Car 


SAUNDERS-ROE’S Hovercraft skimmed the English Channel at 


Air Cars are 


VEHICLES that move over land and 
sea on a cushion of air may be 
closer to military and commercial 
application than most people think. 
Prototypes of a wide variety of such 
machines have been tested on both 
sides of the Atlantic. And now 
U.S.A.’s Curtiss-Wright Corp. has 
announced that it plans to begin 
production of such an “Air Car” 
next month. 

¢ Big and Little 
cushion machines vary greatly in 
size and shape, from Ford’s “leva- 
pad” scooters (IMD—Mar, p23) to 
the massive Hovercraft built by 
Britain’s Saunders-Roe Ltd. They 
are alike in principle: Each floats 
close to the ground on a cushion of 
air pumped up by its own motor. 
Jets of the same air can move the 
machine forward or backward, 
though some designers are recom- 
mending separate propellors for 
propulsion. 

Saunders-Roe recently sent its 9- 
meter-long Hovercraft on an exper- 
imental trip across the English 
Channel. Cruising about half a me- 
ter above the water, the craft trav- 
eled at 40 kilometers an hour and 


The several air- 


40 km/hr. 


on the Way 


generated a spray that hid most of 
its superstructure. The company 
now is designing a much larger 
model that may be put to use as 
a land-and-sea ferry for carrying 
100 passengers at 120 km/hr. 

¢ Planned Production — Curtiss- 
Wright has been testing the basic 
chassis of its Air Car for months. 
It now has announced plans to be- 
gin production of a commercial ver- 
sion in November. The car will 
vaguely resemble 1959 model U.S. 
cars in appearance—except that it 
will have no wheels. 

This will be only the first move 
by the U.S. aircraft builder. Also 
planned are air-cushion trucks, pick- 
ups, ferries, and buses. Curtiss- 
Wright says they will be able to 
provide smooth travel “equally well 
over land, water, mud, or swamps” 
—over any terrain cleared of large 
obstacles. The company president 
has written to governments, banks, 
industrialists throughout the world 
asking for their help and sugges- 
tions in the promotion of “this new 
transportation system.” 

eOpen Questions — Will these 
air-cushion cars be safe? Will they 
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be easy to operate? Curtiss-Wright 
spokesmen say “yes” to both of 
these questions, and they insist that 
no special skills will be required 
by the operator. 

However, engineers are still de- 
bating questions about the best way 
to propel, stabilize, and steer the 
wheel-less vehicles. Some recom- 
mend steering by low-thrust air 
jets. Others suggest tilting or bank- 
ing; but to do this, cars would have 
to be raised much farther from the 
ground. (Business Week, Aug. 1, 
p34; Aviation Week, June 29, p 64; 
July 6, p115) 


New Progress in 
Vacuum Coating 


THIS AUTUMN an American com- 
pany will ship its first two units 
for continuously vacuum coating 
aluminum on paper. 

The manufacturer, F. J. Stokes 
Corp., has already sold its first 
batch units for depositing cadmium 
and other metals on steel. These 
pioneering sales, and the research 
that has been done by Stokes and 
others to overcome the method’s 
present handicaps, promise new in- 
dustrial applications for 
coating. 

Aluminum-coated paper can be 
made with practically the same re- 
flectivity as laminated aluminum 
foil, at 60% of the latter’s cost. It 
has already found commercial ac- 
ceptance in packaging and the man- 
ufacture of electrical condensers, 
and is expected to be widely used 
within two years. 

¢Broad Applications — Vacuum 
coatings are potentially valuable in 
defogging automobile windows, 
coating metallic and non-metallic 
powders, semiconductor depositions 
for miniaturized circuits, and plat- 
ing out alloys. Gold may also take 
on added importance as a plating 
material. In ultra-thin, low-cost 
films, the metal can be coated on 
the inner plastic of automobile win- 
dows to screen out infra-red rays. 
Another opportunity exists. in 
wrinkled-finish metallized coating. 

There are a great many more uses 
awaiting vacuum coating. The plas- 
tics, fiber, metals, paper, and chem- 
ical processing industries will be 
watching the developments care- 
fully. (Chemical Week, Aug. 22, 
p63) 


vacuum 
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Australia, Adelaide 
Austria, Vienna 
Beigium, Liege 
Denmark, Copenhagen 
Egypt, Cairo 


Greece, Athens 
Holland, Viaardingen 
india, Bombay. 
tran, Teheran 
treland, Dublin 


israel, Tel Aviv 
Italy, Milan 


quality, wherever manufactured. 
world. 


principal cities throughout the world. 
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behind the dependable trucks 
—is dependable 


APAC Industries, Ltd. 
Gebruder Gréh 
Fenwick S.A. Belge 
Vv. Lowener 

.E1 Alamia Trading & Industrial Co 
Finland, Helsinki Oy Machinery AB 
The Hellenic Technical Supply Co 
L. A. Van Eijle & Co's 
: , Voltas, Ltd 
indonesia, Djakarta N. V. indonesian Service Company 
.Sabet-Pasal Co. Inc 
"Blackwood Hodge (Ireland) Ltd 
Automotive Equipment Ltd 
Fenwick S. Per A 


@ Yale makes the world’s most complete line of petro! 
LP-gas, electric, diesel and hand lift trucks 
@ All Yale industrial lift trucks are uniformly high i: 


@ All Yale equipment available in currencies of the free 


@ Yale sales and service representatives are located in 


SERVICE 


When you purchase a Yale industrial truck—or Yale fleet of trucks—you get 
more than top quality and superb, economical performance. You are backed 
by the skill and training of the men in Yale’s sales and service offices. You can 
always look forward to prompt, efficient service whenever you need it. For 
further information, contact your Yale Sales and Service Representative: 


Japan, Tokyo 
Korea, Seoul 


Kiichi Harada & Son 
American Trading Co 
Malaya, Kuala Lumpur The Borneo Company, Ltd 
Morocco, Casablanca Forges de Bazas 
New Zealand, Christchurch A M ‘Satterthwaite & Co. Ltd 
Norway, Osio S Léwener, Mohn 
Pakistan, Karachi J. Tyler & Co. Ltd 

Edward J. Nell Co 

Henry M. F. Hatherly, Ltda 

D. Drury & Co. (Rhodesia) Ltd 
.S.A.M. Fenwick 

A-B V. Lowener 


Philippines, Manila 
Portugal, Lisbon 

Rhodesia, Bulawayo 
Spain, Barcelona 

Sweden, Stockholm 
Switzerland, Zurich Forrer-Fenwick S.A 
Turkey, Ankara Koc Ticaret T.A.S 
Union yo South Africa, Johannesburg .D. Drury & Co. Ltd 


YALE 


INDUSTRIAL LIFT TRUCKS 
TRACTOR SHOVELS 


YALE & TOWNE 











The Yale & Towne Manufacturing Company, Chrysler Building, New York, U.S.A 
Manufacturing Plants: Velbert Rhid., Germany +» Wednesfield Staffs., England « Phila., Pa., U.S.A 
Licensed Manufacturer: FENWICK—Saint-Ouen, Seine, France + Milan, Italy +» Barcelona, Spain 
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ON YOUR SCALES 
MATERIALS BECOME MONEY 






dependable TOLEDO SCALES eS 


boost weighing efficiency . . . guard against losses 






















For proper cost control, efficient weighing is a prime require- 
ment. Weight records directly affect costs, quality, inventory CeAMPE SOH 
control and customer billing. You can avoid weighing errors ; 
and inadequate weight data by placing the right scales in the 
right places . . . to supply automatic indication of weights, 
also printed weight records if desired. In Toledo’s complete 


NEW ENGINE features dual pistons, 
with heating and cooling chambers. 


Hot Gas Engine Runs 


TOLEDO SCALE at Constant Speed 


Division of Toledo Scale Corporation NGINEERS at Esso Research & 
Teledo 12, Ohio, U.S.A. Engineering in the USA are 


testing a new hot-gas engine—a 
Stirling-cycle unit developed by 
Philips Lamp of Eindhoven, Hol- 
land—to see how it can be improved. 

They believe the unit, which 
“burns anything,” operates noise- 
lessly at constant speed, and has no 
internal-combusion fouling  prob- 
lems, might be especially useful for 
lawn mowers, heat pumps, com- 
pressors, and portable generators. 
The engine can be connected to any 
power-takeoff system. When con- 
nected in reverse it can be used as 
a driven rather than a driving 
mechanism, and used as a refriger- 
ation source. (Product Engineering 
Aug 24, p 7) 


line you’ll find the modern answer to your weighing problems. 
Write for new condensed Catalog No. 2001. 


OVE 
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_ A Solid Economy Rides on Steel Rails 


Today, more than ever before, progressive countries 
all over the world are learning that a sound trans 
portation system is vital to building a solid economy 
And the backbone of a good transportation system 
is highly efficient, well-organized railways. 


Only railways can move products... people... and 
resources from one point to another so quickly and 
economically. Powerful diesel-electric locomotives 
can haul tons and tons of materials at fast speeds 
across great distances. Smaller, more versatile loco- 
motives can form trains and provide efficient haulage 
for shorter distances. In addition, specialized loco- 
motives are available for all types of operations, 
including units for industrial and underground appli- 
cations. And there are special freight cars to haul 
every type of commodity. regardless of weight or 
physical characteristics 
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There are locomotives and rail cars to meet the trans 
portation needs of any nation, anywhere in the world 
Steel rails between cities, across countries, and span 
ning continents are necessary for a solid economy 
Your local International General Electric Company 
representative will be glad to help you plan your 
railways today, so that they can serve you better 


tomorrow. (135-B23) 


Progress /s Our Most Important Product 


GENERAL @® ELECTRIC 


LOCOMOTIVE AND CAR EQUIPMENT DEPARTMENT 
ERIE, PENNSYLVANIA, U.S.A 
Represented throughout the world 
by the International General Electric Company 
Main Office: 150 East 42nd Street. New York 17, New York, U.S.A 
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Fixing Advertising Responsibilities 


1 What ‘ad’ executives want from management 





ber of the marketing team 


water out of it” 





> Clearly defined corporate objectives and goals 
> Clarification of advertising’s responsibility and general 
management understanding that advertising is a vital mem- 


> Management support and cooperation on what adver- 
tising is expected to do and can do 

> Coordination and close cooperation between advertising 
and other marketing functions so that information is avail- 
able when and where it is needed 

> Advertising budget approval without the preconceived 
notion of arbitrarily cutting off 5% or 10% to “get the 


> Authority to say “yes” to the agency as well as “no” 
> Funds to develop needed advertising research on long- 
range as well as short-range bases 








WHAT ADVERTISING MEN want from 
management, outlined above, is the 
result of a study by the U.S. A.’s 
Printers’ Ink magazine. It was 
made as a contribution to “Project 
X,” a program by the U.S.A.’s 
Association of National Advertisers 
that will try to find a way to help 
management understand advertis- 
ing—to bridge the gap between a 
company’s advertising people and 
its other management groups. 

Of all the problem areas of ad- 
vertising, some advertising execu- 
tives see their own top management 
as the major one today. This does 
not mean there is a rising tide of 
rebellion against the “wrongs” of 
management. But it does mean, 
says Printers’ Ink, that there is a 
new urgency to old complaints. 

¢Only a Figment?—Not all ad- 
vertising men will agree that ur- 
gent action is needed to “bridge 
the gap” between advertising and 
management. Some insist that this 
gap is a figment of the imagination 
of frustrated advertising men in 
the lower ranks. “The lower you 
go down into a company’s ranks,” 
observes Max Banzhaf of Arm- 
strong Cork Co., “the less under- 
standing of management and the 
more ‘demands’ you find.” 

Banzhaf agrees, however, that 
management does need a better 
understanding of advertising “in 
total”—its theory, its potential, 
its contribution to profit. 
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Advertising theory is admittedly 
an imprecise science. But at the 
least top management should be 
aware of the need to take adver- 
tising men into its confidence 
on broad company objectives, and 
to consult with the advertising 
department on such things as new 
products—at the beginning of the 
new-product cycle. 

The difference in the thinking 
of advertising men and top man- 
agement was clearly seen during 


the recent recession in American 
business. Many ad men said this 
was precisely the time to increase 
advertising efforts rather than 
slacken them, to blend institu- 
tional, “company-image” advertis- 
ing with product advertising so 
that over-all advertising effective- 
ness would not be lost. But few ad 
men won their point, as top man- 
agement thinking narrowed to 
short-term goals, “buy-now” adver- 
tising—often on reduced budgets. 

¢ Advertising Investment — In 
the words of one advertising 
agency president, Earnest A. Jones 
of McManus, John & Adams, Inc., 
top management must begin to 
“measure advertising as a basic 
capital investment, a long-term in- 
vestment and not an immediate re- 
turn on the dollar.” 

This need is particularly urgent 
today, says Jones, because of the 
tremendous emphasis on new prod- 
ucts. Ten years from now progres- 
sive companies will be making 
many products they are not mak- 
ing today. Thus, says Jones, “the 
advertising dollar must always be 
a ‘dual dollar’—selling products 
now, but also selling the name of 
the company so that tomorrow’s 
products will gain acceptance.” 


2 What top management wants from ‘ad’ men 





other corporate functions 





> Understanding of management’s problems and goals 
> Long-range thinking, planning 
> Organization of the advertising function coordinated with 


> Soundly-based recommendations for the advertising plan 
(subject to management approval), and responsibility for 
the productive execution of the plan 

> Improved methods of budget and cost control 

> Responsibility for advertising agency performance 

> Selection and development of advertising personne! 

> Better evaluation of advertising effectiveness 








JUST AS THE Association of 
tional Advertisers is now con- 
cerned with top management’s 
understanding of advertising, sev- 
eral years ago it became concerned 
witn the attitudes of the advertis- 
ing man to his top management. 
The result was the AMA’s Man- 


Na- 


agement Guidebook Series, which 
covered the entire sphere of ad- 
vertising organization, planning, 
execution and evaluation. 
Company advertising men who 
put this material to use report 
that their status within their com- 
panies began to improve. The 
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Progress fans out 


{7 through communications 


Entective communications is a vital key to growth and progress in 
all phases of community life. The telephone and telegraph, radio, 
point-to-point and over-the-horizon microwave are important 
lines of communications that fan out from a city to its outlying 
communities and to other cities, countries and continents. 


Every form of telecommunications is a specialty of ISE —an 
associate of International Telephone and Telegraph Corporation. 


ISE consultants and engineers plan complete systems, down to 
every detail and utilizing the latest, most modern equipment. ISE 
supplies everything needed to build a system, from central 
exchange automatic switching equipment or microwave 
transmitters and antennas, to the last bolt and nut. 


To broaden the scope of your communications, come to ISE 
. . . for counsel, for complete service. 


AGk= 


AN ASSOCIATE OF 





INTERNATIONAL STANDARD ELECTRIC CORPORATION Export Department: 5O Church Street, New York 7. N.Y 
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A New Chapter 


The following is a truly new chapter in auto 
motive history a chapter made possible by 
the engineers at Mercedes-Benz a story 
exciting enough to quicken the pulse of every 
automobile-lover 
For generations, Mercedes-Benz cars have 
always retained their value and modernity 
timeless design, and 
yet the Daimler-Benz AG 


content to rest on its 


due to high quality 
technical progress 


has never been 





—— 
— 





ie uel 


laurels. Theircrafismen 
are always striving to 
present the highest 
possible automotive 

achievement to their friends throughout the 
world. Thereby, they have now created 
excitingly new and vastly improved models! 
In a class within themselves are the new 220 
2205S, and 220SE. While retaining the classic 
Merc edes 


elements associated with every 


more comfort 


more safety 


more beauty 





Benz these models are living examples of 
what modern styling and technical “know 
how” can accomplish. Further long-famous 


Mercedes-Benz 


have now been vastly improved through 


roadability and springing 
major technical * break-throughs 

As you make your first road-test, you will 
experience a new harmony, a new culture 
of driving in luxurious arm-chair comfort 
Because the Daimler-Benz AG always con 
siders you first not one ounce ot safety, not 
one iota of security has been sacrificed for 


this newly found 


comfort elegance and 
driving luxury! Your life is their most serious 
responsibility — they have done everything 


possible to protect it! 








FValeMm\\/t-1aet-tel-t-t) = 1-taPame ler lib ay 
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Still improved 


ie 
180 180D 190 190D 


© » @ 
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Cola lemae-liilelers 





300 Automatic 
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Mercedes-Benz has created a new automotive 


standard for style 


comfort, safety, and 


technical ady ance in 


extraordinary 
automobiles. Due to these all-new advances 
the 180, 1I80D, 190, 190D models have also 


been vastly benefited more elegance greater 


these 


security These 


and higher value all around 
models now offer a much wider range of 
advantages: A new, lower radiator design 


thereby visibility ; 


stronger bumpers; larger stop-lights; uphols 


providing greater road 
tered dash-board with recessed, elastic con 


trols for modern line of 


safety; a new 
upholstery and interior door-panelling; an 
automatic windshield washer; a new steering 


wheel with upholstered safety-shield; an 


automatic turn-indicator coupled with the 
headlight-dimmer; a new double-safety door 
lock on all four doors incidentally, the 
right front door can be locked or unlocked 
from the outside of the car. Furthermore 
through the most modern technical advances 
a greater horse-power rating has again been 
achieved for the gasolin models, while at the 
same time all models have achieved a higher 
degree of safety by installation of aircooled 
lurbo-brakes with enlarged brake - areas 
Throughout 136 countries of the world, these 
internationally admired and universally des 
ired cars are giving you more and more 
value. 


Also equipped with many brand-new and 


interesting features are the larger classes of 
Mercedes-Benz produc ts: the representative 
220SE con 
vertible and coupé. Of special note: the 2205S 


300 Automatic and the classic 


is installed with the all-new, fantastically 
powerful, modern fuel-injection engine. The 
chic and highly-bred 190SL now boasts a 
new, detachable hard top with large, curved 
rear window 

The Daimler-Benz AG takes pride in the 
presentation of its latest achievements, and 
sincerely thanks its friends throughout the 
world for their constant patronage and trust 
it wishes them a 


Bon Voyage perhaps 


soon in the new Mercedes-Benz of your 


own proud choice 


All-new 


220 2205 


220 SE 


MERCEDES -BEN Z 
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HOW DO YOU MEASURE QUALITY ? 


With microphones and mirrors . . . 
in thousandths of an inch and millionths of a second . . . 
with psychologists and engineers and artists 


At IBM, these are part of the story 
in producing a typewriter that gets 
letters read, can type non-stop for 
56 million key strokes, and makes 
electricity do the work. 


Behind the story is our conviction 
that the care taken in developing and 
building a product is the measure of 
its quality. For the IBM Electric, this 
care may mean baking the type- 
writer’s rubber platen in an oven to 
test its wearability. Or it may mean 
scrapping sample parts as many as 
fifteen times before accepting them. 
The measuring rod is how much care 
is needed to make a better typewriter. 


A LETTER NINE MILES LONG 
Probably this care is best demon- 
strated in a laboratory where mechan- 
ically operated typewriters work at 
incredible speeds in a non-stop, 
around-the-clock endurance test. At 
the end of the test, the typewriters 
have performed some 56 million key 
strokes—the equivalent of five years’ 
correspondence, or a single letter nine 
miles long. 


4,000 PHOTOGRAPHS A SECOND 


To get this kind of ruggedness and 
durability, IBM engineers scrutinize 
every operation of the typewriter. For 
instance, a high-speed camera takes 
4,000 photographs a second to track 
a single key stroke. By projecting the 
film in extreme slow-motion, engi- 
neers can detect the slightest wobble 
in the type bar movement, as well as 
make sure the type bar has just the 
right bounce as it returns to position. 


A LOW, SMOOTH SOUND 


Even the quality of the typewriter’s 
sound is important. In an echoless 


sound chamber, a microphone listens 
for every sound made by a typewriter 
and relays the sounds to instruments 
that analyze their quality as well as 
intensity. The results enable engi- 
neers not only to filter out any harsh 
noises—but also to preserve the low, 
smooth sound necessary for a secre- 


tary to control typing rhythm. 


HOW TO GET LETTERS READ 
It takes more than engineers, how- 
ever, to make letters out of letterheads. 
For impact and readability, it takes 
an artist’s eye to design type styles— 
dozens of them—that are as personal 
as handwriting, as distinguished as 
printing. And to insure that every 
typewriter reproduces flawlessly the 
artist’s original designs, the outline of 
each type character is held to a toler- 
ance closer than a thousandth of an inch. 


To please the secretaries who will 
type the letters, it takes psychologists. 
When engineers found that the type- 
writer worked better by depressing 
each key 50 thousandths of an inch 
deeper, psychologists were needed to 
tell from psychometric tests whether 
secretaries—notoriously particular 
about touch—could tell 
the difference (they couldn’t). 


keyboard 


119 FINAL CHECKS 


On the production line other IBM 
specialists keep watch on quality in 
equally precise, and sometimes sur- 
prising, ways subjecting each 
typewriter, during final inspection 
alone, to 119 separate checks . . . set- 
ting up tolerances for some typewriter 
parts that are 1/12 the diameter of a 
human hair . . . using dental mirrors 
to check and adjust the inside of the 
typewriter carriage . using elec- 
tronic timers to measure the speed 
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of each type bar within an accuracy 
of ten millionths of a second 


RANGOON TO REYKJAVIK 
Since IBM Electrics must perform as 
well in Burma as they do in Iceland, 
technicians eliminate doubt through 
exposure tests in a weather room 
There they reproduce any climate 
from Rangoon to Reykjavik with 
temperatures that range from arctic 
cold to tropic heat, and with rela- 
tive humidity just this side of mon- 
soon rain. 


To make sure the typewriter will 
withstand the rough-and-tumble of 
shipment, each type of shipping carton 
is tested. In one such test, a standard 
shipping carton, complete with type- 
writer, was pressed with a five hundred 
pound load—dropped from a loading 
platform on each side, each edge, 
each corner—and, finally, slammed 
against a wall at 10 miles an hour. The 


typewriter still functioned perfectly. 


OUR FAVORITE TEST 
These and scores of other tests and 
checks are the ways we measure the 
quality of IBM Electrics during every 
step of building them—from design 


to tooling, from assembly to shipping 


The test of quality we like best, 
however, is not really a test at all, but 
more of a marathon. Some of ou 
first customers are still using their 
original IBM Electrics. . 


26 years and over a million type- 


. purchased 


writers ago. This perhaps is one of 
the deciding reasons why executives 
— whose business it is to judge quality 
—usually prefer the IBM Electric. 


ie 7 Bi ih IBM 
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Propulsion engines by Nordberg 


The seaworthy new ferryboat SKAGEN, owned by Kristiansand Dampskipsselskap of 
Norway, operates between Kristiansand S., Norway and Hirtshals, Denmark. This well 
designed twin screw ferry has an overall length of 80.90 meters and can carry seven 
railway cars, about forty automobiles and some 600 passengers. 

Two Nordberg 12-cylinder V-type diesel engines, operating at 2740 shp at 515 rpm, 
provide propulsion power through variable pitch propellers. The vessel has a speed 
of 18 knots. 

Nordberg diesels are used for reliable main propulsion and auxiliary power in 
harbor tugs to ocean going ships all over the world. Horsepower range—600 hp to 
over 11,000 hp. 


NORDBERG MFG. CO., Milwaukee 1, Wisconsin, U.S.A. Cable Address: NORDBERG 


LIER 
“- ~~ —_, (Gig . = 
pec: trate NORDBERGP 
MEXICO, D.F.: Dolores 3 SUES Se ee aoe ISS HE 


wor po °Y 


LONDON: 19 Curzon St., W. 1 


© 1959, Nordberg Mfg. Co Represented in principal trading areas throughout the world 
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series helped them with their two 
most serious problems: under- 
standing management thinking, 
and conducting their operations 
with management skill. 

“If there is any laxity in top 
management’s attitude toward ad- 
vertising,” a top advertising execu- 
tive told Printers’ Ink, “the fault 
may well be ours.” There is no good 
reason for advertising men to as- 
sume that top management should 
“think like advertising men.” 

¢ Already Near Top—The organ- 
ization chart of many companies 
already gives the advertising di- 
rector a place at a high manage- 
ment level. This man, in larger 
concerns at least, has men below 
him who do the detailed advertis- 
ing work, and he certainly should 
not want his superiors to concern 
themselves with matters that he 
himself delegates. 

The personal philosophy of one 
advertising man, Robert M. Gray 
of Esso Standard Oil Co., could 
well serve as a credo for adver- 
tising executives: “I want to think 
like my top management. I want 
the advertising department heads 
under me to think more like adver- 
tising men than I do.” 

What top management likes to 
see in any advertising department 
is a demonstration of management 
performance. This means not only 
efficient advertising, but efficient 
administration. The advertising 
manager of the Bulova Watch Co. 
cites a change im his own depart- 
ment that helped him win the 
understanding of top management. 

¢ Better Administration—He be- 


Salesmen in the News... 


. . They Set Own Quotas 


Several American companies are 
now using a technique that turns 
quota-setting into a motivational 
tool. The technique was worked out 
by Marketing Audits Institute, a 
New York marketing consulting 
firm. | 

Salesmen are optimists by nature, 
MAI president Robert A. Whitney 
explains, and they enjoy the chal 


lenge and “gamesmanship” in sell- 
ing. This challenge is destroyed, 
however, if they are arbitrarily 
handed a quota and told to fill it. 

¢ Self Evaluation—Whitney does 
not advocate scrapping the conven- 
tional method of figuring out 
quotas—based on population sta- 
tistics, income factors, sales volume 
of customers, etc. In fact, he rec- 
ommends that such quotas be fig- 
ured out in terms of physical units, 





The ‘Vulture’ a sturdy, 
heavy-duty machine for 
polishing or scrubbing 
large floor creas. When 
used with its companion 
the ‘Dipper vacuum 
drier, as illustrated be- 
low, floors are scrubbed 
and dried ready for im- 
mediate use. 


Floor 
cleaning 
is a job 
for 


". THE WIDEST RANGE OF FLOOR CLEANING ; 


+, MACHINES IN THE WORLD 





came aware that administrative 
procedures in his department were 
inefficient and were costing the 
company money. He traced the 
trouble to this situation: Admin- 
istrative procedures were being 
left to the supervisors in each 
area of advertising, whereas 
budget control was in the hands 
of a departmental budget chief. 
His answer was to create a new 
job—one man who was respon- 
sible for both budget control and 
administrative procedures. The 
man selected understands both the 
function and techniques of adver- 
tising and the demands of finan- 
cial and procedure control. As a 
result, the department’s efficiency 
has increased with no loss to its 
“advertising consciousness.” @ 


Whatever the floor, wood block, par 


quet, lino, stone, terrazzo or cement, 
whether it needs scrubbing, polishing or 
CIMEX machine 
built for the job. CIMEX equipment is 
designed for speed, high performance, 


ease of maintenance and handling and 





sweeping there's a 


is cutting down labour costs and im- 
proving floor surfaces in 
Offices, Hospitals and Hotels 


throughout the world. 


Fuctories, 
Stores, 


Scrubbing and polishing 
with a single machine. 
Photo by courtesy of W. 
Harold Perry Ltd. Main 
Ford Agents, Edgware, 
Middlesex, England. 


May we send you a copy of our latest 
colour folder. 


Gimex-Fraser Tuson Ltd 


75-97 CRAY AVENUE, ORPINGTON 
KENT, ENGLAND 
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The Cleveland 320 


...-digging 
Europe’s longest 


big-inch pipeline 


Production averaged 
better than a mile a day 


Utilizing the latest pipelining methods and equipment, like the 
big Cleveland 320 trencher, Ruhrgas AG, Essen, completed the 230 
mile crude oil system from the North Sea port of Wilhelmshaven 
to the Ruhr in less than a year. 











Average trench production—through farmland and forest, criss- 
crossed by numerous waterways, railroads, highways and under- 
ground piping for power, water and communications lines— was 
better than a mile a day. In smooth terrain and clear right-of-way, 
the big pipeline project moved forward at speeds of up to two 
miles per day. 


Write for literature on Cleveland trenchers and backfillers. 





Clevelands dig, fill and compact trenches of all types: 
® gas, water, sewer, utilities lines @ drainage and irrigation systems 
@ petroleum and product pipelines @ electric cable and conduit lines 
@ building foundations 


trenchers —10 models backfillers — sidecranes — tampers 
with a digging range of 8 inches to 2 models for handling, laying, anchoring 


52 inches wide and down to 712 feet pipe, pulling crossings, backfilling and 
maximum depth. compacting trench. 








the CLEVELAND TRENCHER Co. 


CABLE ADDRESS: TRENCHER 








rather than monetary units, because 
of the complication that inflation 
creates. 

Whitney’s contribution is to let 
salesmen help evaluate their own 
territory, with the help of all the 
data management can supply. And 
this consultation should be done 
by branch managers, rather than 
headquarters staff, in Whitney’s 
opinion. Two steps are helpful: 

—Class each account by sales 
volume. This indicates how impor- 
tant each is to the company. 

—Examine each account in the 
light of the salesmen’s intimate 
knowledge of the company. Field 
salesmen often know things about 
their accounts that the headquar- 
ters does not. 

Whitney claims that field sales- 
men more often than not set a goal 
for themselves higher than quotas 
set by headquarters. “We have 
found that men who argue against 
a 5% increase in quota will set 
their own 10% higher when given 
the chance.” (Printers’ Ink, Aug. 
7, p52) 


... They Are “Commandos” 

In Britain, a number of “sales- 
men-for-hire” firms are finding cus- 
tomers for their services in market- 
ing and introducing new products. 
A typical firm is Market Activa- 
tion, Ltd., which offers up to 20 
salesmen for a minimum of two 
weeks, 

Market Activation salesmen work 
on a commission basis, or for a 
negotiated fee. But before accept- 
ing a job on commission, the firm 
insists on a two-week trial by at 
least one salesman, at a negotiated 
fee. And even on straight-fee as- 
signments, the company usually 
recommends a trial period as a pro- 
tection to the client. 

¢Promoting, Collecting The 
salesmen will place point-of-pur- 
chase promotional material and 
collect cash; and the firm will ar- 
range for deliveries to retailers, 
through wholesalers or direct from 
the client. 

Effective use of such services, 
clients report, depends on a 
thorough briefing of the salesmen. 
They should know all about the 
product, prices, competition, the 
history of the company. And they 
should be given trade leads, and 
if possible told whom to contact. 
(Business, Aug., p54) 
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MATERIAL PROBLEM? 


..- Glass by Corning may be your answer! 


Glass by Corning can be fragile or tough, solid or 
porous, transparent or opaque. It is an insulator but 
can be made with an electrically conductive surface. 
It can be compounded to meet such specific prob- 
lems as corrosion, heat, or abrasion. It can be made 
into many shapes such as cylinders, vessels, flatware, 
pipelines, household ware, jewel bearings, parts for 
appliances and machines, etc. What's more, glass by 
Corning is available now and at low cost. 

In the hands of Corning technicians glass has 
been made to do all sorts of jobs. Over 50,000 glass 
formulae are catalogued. More than 400 different 


glasses are in current production. It has taken years 
of “research in glass” to produce these develop- 
ments. 

That is why Corning suggests that “you name it.” 
Chances are that the characteristics you require will 
be within the vast framework described above. 
Corning engineers are well qualified to determine 
the feasibility of any design or to recommend 
changes that will permit a satisfactory solution to 
the problem. As a starter, why not send for the 
booklet “This is Glass,” which illustrates countless 
ways glass is being used in industry and home today. 





Please 
send me 
a copy ° 


“this is Glass” 


CORNING GLASS WORKS, Intn'l. Div. 
Export Sales Dept. A-10 

717 Fifth Avenue, New York 22, N. Y., U. S. A. 
NAME_____ 
COMPANY 
ADDRESS__ 
CITY 








COUNTRY___ 





25Y 
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POWER 


TRANSFORMERS 


The important role that transformers per- 
form in the distribution and control of elec- 
trical energy should emphasize the necessity 
of buying only on a quality basis. Through- 
ovt the world where transformer perform- 
ance, efficiency and long life are required, 
Acme Electric transformers are the first 
choice of electrical engineers. 


Dry type, air 
cooled, built to 
last a lifetime. 
Now available 


o 

e 

a 

o 

° 

e 

e 

in light weight, 
heavy duty, 

; 


class H types 
as well as class 
B insulation. 


Standard = rat- 
ings from 1/10 
KVA to 225 
KVA single 
phase; 3 KVA 
to 750 KVA 3 
phase 


Shipments from stock in all standard volt- 
ages. Prompt shipments on all special volt- 
ages or switch gear combinations. Write for 
Bulletin 100AC. 


Socececoocoooooooooooooooes 
POWER 
DISTRIBUTION 
STATIONS 


Where special distribution sub-stations are 
needed in a hurry, Acme Electric engineer 
can build them to your specifications fast. 
When voltage requirements are other than 
commercial standards, if special or a wide 
range of taps are required, we can engineer 
and build a custom specification transformer 
and make prompt shipment. 


ACME ELECTRIC CORP. 


6510 Water Street Cuba, N. Y. 
Cable Address: ACMELETRIC 


In Marketing 


CONTACT GROUP has been or- 
ganized by the International Mar- 
ket Analysis Committee of the 
American Marketing Association, 
open to world market researchers 
interested in exchanging ideas and 
helping each other on an informal 
basis. Chairman of the group is 
Alberta R. Edwards, c/o Schering 
Corp., 520 Broad St., Newark, New 
Jersey, U.S.A. Another subcom- 
mittee is collecting a reference 
library of marketing information 
sources in every country. 

The Comparative Marketing 
Committee of the AMA is also 
active in international marketing 
research. This committee is work- 
ing on a survey of marketing 
structures and practices in 20 
To ensure uniform re- 
porting, the committee is now pre- 
paring a “Handbook for Interna- 
tional Comparative Marketing Re- 
search.” 


countries. 


SINGING ADVERTISEMENTS 
will be added to the “juke-boxes” 
coin-operated record - playing 


machines—in French cafes next 
spring, if plans announced by the 
Regie-Disques firm go through. 
Each advertisement will last a 
maximum of 30 seconds, and will 
alternate with the standard juke- 
box discs. Regie-Disques msists 
it will make the commercial songs 
compatible—perhaps even com- 
petitive—with Edith Piaf, Sydney 
Bechet, etc., by employing first- 
class composers and a new Uni- 
disc chanteur named Christian 
Guitreay. 

The advertising rate will be 10 
francs per play, reports Vendre 
magazine, based on a daily aver- 
age of 50 playings, 6,000 machines, 
and a two-week exposure. 


SALES CONSORTIUM is being 
formed in Britain to sell related 
but non-competitive products in 
the North American dollar mar- 
ket. A headquarters is planned 
for Toronto, which will direct a 
sales force, set up showrooms, and 
operate a mail-order service. The 
group, called U. K. Mercantile 
Promotion, is expected to attract 
relatively smal! firms. 








* Direct ship-rail, ship-truck cargo transfer 
* Modern equipment speeds cargo handling 


bt ERIE ) 
CLEVELAND ® WPHILADELPHIA 


e °® 
COLUMBUS PITTSBURGH 
WASHINGTON 


@ST. LOUIS 


* 100-mile inland location means shorter land haul 


For information write: 

DELAWARE RIVER PORT AUTHORITY 
Box 817, Camden 1, N.J., U.S.A. 

In Philadelphia, Pa.— Public Ledger Bidg. 

In Pittsburgh, Pa.—Park Building 

In New York, N.Y.—42 Broadway 

In Chicago, Ill._—327 S. LaSalle St. 


DY-Woh\ Aon X= 


River Port 


PHILADELPHIA « CAMDEN ¢« TRENTON # CHESTER ¢ WILMINGTON 
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How sulphur moves from vat to hold... 


over 1500 ft. by belt conveyor 


Peay! : ~—— h : 
a a en? i 
nate 


. 


3-STAGE LOADING—Because sulphur is loaded directly from vats, 
this Link-Belt conveyor system is unusually long. 30-in. wide hori- 
zontal be:t conveyor by Link-Belt (top) carries 500 tons of sulphur 
per hour to inclined belt conveyor 618 feet from vats. 300-ft. inclined 
conveyor elevates sulphur to loading tower and Link-Belt boom con- 
veyor, which deposits sulphur in ship's hold (lower photo) 


LINK-BELT COMPANY: 


BELT CONVEYORS 
14.827 
Engineers * Manufacturers * Exporters of Machinery for 


Handling Materials and Transmitting Power « Established 1875. 

EXPORT DIVISION: Dept. 1059-IMD, 233 Broadway, New York 7, U.S.A., Cable 
Address: Linkbelt—New York * Australia, Marrickville (Sydney) * Brazil, Sao 
Paulo * Canada, Scarboro (Toronto) * South Africa, Springs * Representatives 


throughout the World. 
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LINK-BELT belt conveyor system 
mechanizes long-haul loading at 

Cia. Impulsora Del Sur, $.A., subsidiary 
of Cia. De Azufre, Veracruz, S.A. 


This modern installation serving loading docks 
at Coatzacoalcos, Veracruz, Mexico, shows how 
Link-Belt engineering and equipment met the 
challenge of moving 500 tons of sulphur per 
hour over % mile from vats to ship’s hold. 
Such facilities are typical of the way Link- 
Belt materials handling systems are bringing all 
industries the advantages of continuous opera- 
tion, large capacity and flexibility . . . helping 
boost profits by reducing per-ton handling costs. 
In addition to conveyors, Link-Belt equip- 
ment includes a complete line of idlers, trip- 
pers, drives and related items. Qualified by 
scores of successful installations in every indus- 
try, Link-Belt can recommend the most effi- 
cient system for your job with all elements in- 
tegrated for top efficiency. For facts contact 
your Link-Belt representative or write direct. 





We need that 


MES 800 


loadspace... 




















/ 
/ 
/ 


| 
| \ 
| 
oe FORD 
/ | We use products of 
| 
| 


BEST SELLERS! In 1958 
Thames 800s accounted for more MOTOR COMPANY LIMITED - DAGENHAM - ENGLAND 
than half of Britain's total exports 


of vans in the 2 ton class. 
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Exchanging Credit Information 


It is vital to management, and best done through 
associations of creditmen. 


COMMERCIAL CREDIT — involving 
business between firms, as opposed 
to consumer credit—is playing an 
important role in economic growth. 
Recognizing its importance, busi- 
nessmen are becoming concerned 
with the problems of credit 
administration. 

A significant step was taken a 
few weeks ago with the first inter- 
national conference on commercial 
credit, held in London. It was 
sponsored by the U.S.A.’s Na- 
tional Association of Credit 
Management—through its _ inter- 
national arm, the Foreign Credit 
Interchange Bureau — and four 
British management organizations. 

Philip Gray, director of the 
FCIB, followed the conference 
with a tour of Europe in the 
interests of better credit manage- 
ment; he has also traveled all over 
Latin America preaching the 
credit gospel. 

Two representatives of Gray’s 
organization are currently on a 
tour of Asia, surveying the possi- 
bilities of credit-exchange associa- 
tions being formed in the Philip- 
pines, Japan, Australia. 

¢ Diagnosis—Here is Director 
Gray’s diagnosis of the basic prob- 
lem in credit management around 
the world: not enough exchange of 
information on credit problems 
and practices. There are sources 
of credit information, to be sure— 
chambers of commerce, banks, and 
Dun & Bradstreet, the New York 
firm that specializes in credit rat- 
ings. But there is no substitute, 
in Gray’s opinion, for a member- 
controlled association of credit 
men. 

Gray says he has been trying to 
encourage credit men to organize 
for 15 years—supplying bylaws of 
the U.S. national association, and 
answering inquiries. But only re- 
cently has he “taken the offen- 
sive.” 

Credit associations can be suc- 
cessful outside the U.S.A., Gray 
insists, amd he points out that 


there is one in Havana, Cuba, 
fully affiliated with the U.S. organ- 
ization, that is “functioning as 
effectively as any local association 
in the U.S.A.” 

Local Needs—An association 
should not be set up as a copy of 
some other group, says Gray. It 
should do for its members what- 
ever they think needs to be done to 
improve credit administration. 

It must be controlled by an 
elected board of directors and 
president, however, with the actual 
work carried out by a paid staff. 
Depending on its size, the associa- 
tion might have departments de- 
voted to education, collection, 
reports, legislative activities, etc. 

e Ledger Experience—The back- 
bone of credit exchange, as prac- 
ticed by Gray’s organization, is 
the reporting of “ledger experi- 
ence”’—the terms of sale and pay- 
ment performance of mutual cus- 
tomers taken from the ledger books 
of association members. The name 
of the creditor remains anony- 
mous, of course. 

The purpose of ledger experi- 
ence reports—and all credit in- 
formation exchange—is not simply 
to compile a list of bad credit 
risks; more important, the infor- 
mation allows creditors to extend 
more credit, and thus to do more 
business. 

A keystone of a credit exchange 
association, according to Gray, is 
complete cooperation and con- 
fidence. The misuse of credit 
information should lead to im- 
mediate expulsion. 

eSeminars — To supplement 
ledger experience reports, Gray’s 
organization holds monthly semi- 
nars to foster the exchange of 
practical information. A round- 
table seminar, in fact, was held as 
part of the London Conference, 
and more are planned for outside 
the U.S.A. 

The Americans, who have ad- 
mired the export credit insurance 


programs of European’ govern- 
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ments, learned that guarantees are 
no panacea; the Britons com- 
plained that credit insurance was 
readily available when they did 
not need a guarantee, but hard to 
get when they really needed it. 
Furthermore, though insurance 
might make it somewhat easier to 
go to a bank for credit financing, 
it does not solve the basic problem 
of financing exports. 

For their part, the 
expressed admiration for the 
U.S.A.’s Export-Import Bank, 
which many American manufac- 
turers have claimed is not assist- 
ing them as much as the agencies 
of other governments assist their 
exporters. 

The lifeblood of a credit seminar 
is the volunteering of information 
from the participants. In Gray’s 
group, the questions are usually 
specific and to the point: “One of 
my customers in Curacao,” 


Britons 


runs a 
typical query, “wants to change 
from a letter of credit basis to 90- 
day time drafts. What is the 
experience of the group with 90- 
day credit in Curacao?” The 
answers would be just as specific: 
“Our experience has been excel- 
lent”, or “Fair”, or “We recom- 
mend letter credit.” 

eNational Association — The 
local associations in the National 
Association of Credit Management 
operate as autonomous units, with 
their own programs. Dues are set 
locally—it is $75 a year in New 
York, for instance, $50 in Chicago 
—but each member’s dues include 
a $10.50 charge that goes to the 
national organization. 

The headquarters staff, in turn, 
supplies ledger experience reports; 
operates a collection service; and 
operates an Adjustment Bureau 
that acts assignee, trustee, re- 
ceiver for insolvent accounts, and 
usually returns about five times 
more than a creditor could get 
through bankruptcy proceedings. 
And to develop current informa- 
tion on credit conditions and prac- 
tices, the association operates the 
Credit Research Foundation, re- 
cently published a 800-page Credit 
Management Handbook. @ 





15,000 FT. AND STILL 


PIKES PEAK > 


CEMENT 
MILL ... 
BUCKET 
ELEVATORS | 


Higher than the famous mountain Pikes 
Peak in Colorado...that’s the total height 
of Rex Cement Mill Elevators installed in 
the past 5 years. And that’s proof of the 
economy of CHAIN Belt’s new idea in 
elevator design—a radical design. Each 
component is individually designed and 
balanced with the strength of the others. 
Based on modern needs, it is the first 
really new idea in bucket elevators in 20 
years. Results: more capacity, longer life, 
no premature breakdowns, new economy. 
Your CHAIN Belt Distributor will give 
you complete information on Rex Cement 
Mill Bucket Elevators, Chains, Sprockets, 
and Shafer Bearings—also water and 
waste treatment equipment, and a com- 
plete line of concrete mixing, hauling, 
placing and road building machinery. 
CHAIN Belt Company, 4654 W. Green- 
field Ave., Milwaukee 1, Wis., U.S.A. 


CHAIN BELT COMPANY 


Export Offices: Milwaukee 1, Wis., and 19 Rector St., 
New York 6, N. Y., U.S.A. 

Distributors in principal cities throughout the world. 
Cable Address: “BELTCHAIN”™ 
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Financial Digest 





A month ago, “hot money” from Europe was pouring into 
Canada to take advantage of the highest interest rates on 
short-term Treasury bills in years—6.19% at the peak. 

Far more important, however, is the story behind the 
news: a classic controversy over monetary policy. 

The controversy: How to finance deficit government 
spending and maintain the country’s economic expansion, 
while keeping inflationary pressures under control. 


The Bank of Canada, for the past year, has followed a 
restrictive credit policy, forcing the government to pay 
“open market” interest rates on Treasury bills. As a con- 
sequence, the bond market has become depressed, and 
Canada’s credit squeeze has reached serious proportions. 


Now bring in the chartered commercial banks. Thev have 
exhausted their ordinary sources of loan money, and now 
look to the Bank of Canada for credit funds. 


The trouble is that Canada has a unique “floating” bank 
discount rate, set weekly at one-quarter of 1% above the 
prevailing rate on short-term Treasury bills. Thus, at the 
peak, the discount rate hit a record 6.41%. 


Since Canadian banks are forbidden by law to charge 
more than 6% on business loans, their reaction was natural: 
They threatened to curtail their lending operations. 


Now bring in the gevernment. Fearing a slow-down of 
the economy, the government eased pressure on the bond 
market by reducing its offerings. And one week it actually 
rejected a quarter of the bids because they were too high. 

This unprecedented action dropped the discount rate to 
below 6°. But now the government is faced with a cruel 
dilemma: how to keep the interest rates in balance while 
raising the money it needs to cover deficit spending. 


If the government refuses to curtail deficit spending, 
observers foresee defeat for the Bank of Canada’s credit 
policy, and a dangerous rise in inflationary pressure. 

J 


An organization that claims to be the first worldwide 
equipment-leasing company, Equitable Leasing Corp. of 
New York, has made arrangements with agencies in major 
capital markets—Paris, London, Geneva, and Montreal—to 
lease equipment at rates based on the lessee’s bank rate. 

Equitable’s first leases involve such things as bowling- 
alley equipment, closed-circuit television, a complete bottling 
plant, jet and helicopter aircraft. The advantage of leasing 
—freeing cash for other purposes—seems to appeal more 
and more to expansion-minded management. 


Note the trend to monthly paychecks for production 
workers in West Germany. One concern reports that annual 
savings from clerical costs—counting out the cash and 
stuffing envelopes—amounts to 80 Deutschemarks (about 
$19) per worker. 


White collar workers have traditionally been paid by 
check, so a “social” distinction is wiped out at the same time. 
In the U.S.A., it is common practice to pay all employees 


by check: hourly rated workers weekly, junior executives 
biweekly, top executives monthly. 
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Men who guide the destinies of the 
world wear Rolex watches 


You KNow their names as you 
know your own. You know their 
faces from a thousand newspaper 
photographs, their life stories from 
a hundred magazine articles. You 
have seen them and heard their 
voices on newsreels and on your 
television screen. Their actions 
and decisions influence the pattern 
of our lives. 

We cannot mention their names, 
or show pictures of them. It would 
not be fitting to do so, for they in- 
clude royalty, the heads of states, 
great service Commanders. But we 
invite you to look carefully at the 
next pictures that you see of them, 
at their wrists as well as their faces 
and clothes. You wil! notice that 
in almost every case they wear a 
wrist-watch. That watch will most 
likely have been made by Rolex 
of Geneva. 

We are proud of the service 
given by Rolex watches to so many 
eminent men. It is scarcely neces- 
sary to point out that the perfor- 
mance of these watches is, in the 
highest degree, accurate and 
dependable. 





The Rolex Oyster Perpetual — 
culmination of three Rolex triumphs. In 
1910 Rolex gained their first Official Timing 
Certificate for a wrist-chronometer. In 
1926, Rolex invented the Oyster watch- 
case, the first truly waterproof case in the 
world and still the finest. In 1931 Rolex 
invented the first rotor self-winding mech- 
anism. A new refinement of this Perpetual 
rotor powers the Oyster Perpetual silently 
and automatically. 


The Rolex Oyster Perpetual 
© Datejust, the most remarkable 
achievement in watchmaking. 
Every Datejust is awarded an 
Official Timing Certificate by a 
Suass Institute for Official Time- 
keeping Tests with the mention 
“Especially good results.”’ This 
accuracy ts protected by the famous 
Oyster case, guaranteed 100% 


A landmark waterproof to a depth of 165 feet 


under water. The watch is self- p Y 
in the history of wound by the Perpetual rotor Wiis dn 


mechanism and the dateis shownon 


. - rm 1e dial, changing instantaneously j i. A , A ROLEX 
arotex WY”. Time measurement cvery midnight, and magnified by > RRS” 


every midmght, and magnified by RED SEAL 


RED SEAL J : the Cyclops lens for easy reading y%, : / CHRONOMETER 
CHRONOMETER «© ' 


THE ROLEX WATCH COMPANY LIMITED (H. Wilsdorf, Founder and Chairman), GENEVA, SWITZERLAND; 1 GREEN ST., MAYFAIR, LONDON, W.1; THE AMERICAN 
ROLEX WATCH CORPORATION, 580 FIFTH AVENUE, NEW YORK; THE ROLEX WATCH COMPANY LIMITED, VICTORY BUILDING, TORONTO 
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MODEL CW-226 
2 AXLE SCRAPER 


35 TON REAR DUMP IS INTERCHANGEABLE WITH SCRAPER 
USING SAME POWER UNIT. 


BIG CAPACITY FOR HIGH PRO- 
DUCTION EARTHMOVING 


Curtiss-Wright model CW-226, the largest two-axle scraper on the 
market, is designed to meet the high production demands of today’s 
big earthmoving jobs. The 375 HP. engine, torque-converter, plane- 
tary gear final drive, positive rollout ejection and constant live winch 
add to the high performance of the CW-226, while Curtiss-Wright’s 
exclusive Hydraulic Roto-Gear steer makes operation easy — even on 
a machine of this size. Combine these points with the service benefits 
of strategically located centers throughout the world . . . make the 
Curtiss-Wright CW-226 the backbone of your equipment fleet. 








TRACTOR DRAWN SCRAPERS 3 AXLE SELF-PROPELLED SCRAPERS REAR DUMP UNITS 


EXPORT DIV. CURTISS-WRIGHT CORPORATION 


50 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. Cable: AEROEXCO, N. Y. 


DISTRIBUTED BY: 

ARGENTINA: rw & Rodolfo Taylor, Buenos Aires; BRAZIL: Sul Brasileira De Comercio, Importacao E 
ay S/A, © Alegre; CEYLON: Anglo-Asia Company Ltd., Colombo; COLOMBIA: Amerex Ltda., 
, 0. &.; DOMINICAN “REPUBLIC: Atlas Comercial Co. C POR A, “Ciudad Trujillo; ECUADOR: Cia Generai 
De Somarcie ‘Y Mandato (Guayaquil), Guayaquil; GREECE: Eta, Engineering and Technical Agencies, Ltd., 
Athens; IRAN: Caspian Trading Company, ehran; JAPAN: Takachiho Koheki Company, Ltd., Osaka; NEW 
ZEALAND: Cory-Wright & Salmon, Ltd., Wellington; PAKISTAN: Dean and Webber, Karachi; PARAGUAY: 
Sociedad Anonima Comercial Manvel Ferreira, Asuncion; PORTUGAL: Rolim Comercial S.A.R.L., Lisbon; 
SPAIN: Maclaurin Morrison Y CIA., $.A., Madrid; SWITZERLAND AND LICHTENSTEIN: Robert Aebi and Cie., 
A.G., ZURICH; THAILAND: Suphan-Phanich Company, Ltd., Bangkok; TURKEY: Burla Biraderler VE SSI, 
Istanbul; VENEZUELA: Drew Bear & Sons C.A., Caracas; YUGOSLAVIA: Intercommerce, General Trade 
fone Belgrade; GREAT BRITAIN: Peter Woozley Ltd., Norfolk; KOREA: Eisenberg & Co., USA Agency, 
Xeoul; TAIWAN: Lien Chen Ltd., Taipei; ALGERIA, TUNISIA, FRENCH EQUATORIAL AFRICA & FRENCH 

west AFRICA: Union Industrielle Africaine, Algiers. 
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Tunneling Machine 
Bores into Hard Rock 


This new kind of tunneling ma- 
chine bores horizontally into hard 
rock, cutting circular paths with 
diameters of 25, 50, 75, and 100 cm. 
There are nine cutters that re- 
semble the cutters of an oil drilling 
rig, except they bore horizontally 
rather than vertically. Designed to 
chew up hard rock at 2.4 to 3.6 
meters per hour, the machine has 
a conveyor system underneath that 
can remove 5.6 cubic meters of rock 
cuttings per hour. This 1-meter 
model is a prototype for a 3-meter 
one still to be built. 

The machine goes by a Texan 
name for a wild boar, Tush Hawg. 
Hugh B. Williams Mfg. Co., Dallas, 
Texas, U.S.A. 


Typewriter-Teleprinter 


A new electric typewriter called 
the Performat has a_ built-in 
puncher that simultaneously 
punches statistical material, news, 
vouchers, etc. on a paper tape in 
international 5-letter teleprinter 
code, while the original is being 
typed. The punched tape stores the 
material, which can later be trans- 
mitted over a teletype circuit. It 
can also be used for preparing 
punched cards with statistical or 
accounting data, or for controlling 
electronic computing machines and 
machine tools. T'riumph Werke AG, 
Nuernberg, Germany. 


Chemical Additive Fights 
Premature Aging of Tires 

A U.S. company has a new 
weapon against an old enemy of 
rubber tires. Its new chemical addi- 
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tive combats cracks in the treads 
and sidewalls. Flexzone 3-C, basic- 
ally an anti-oxidant, protects tire 
rubber from attack by ozone and 
oxygen when heat builds up in tires 
under heavy loads and high speeds. 
U.S. Rubber Co., 1232 Ave. of the 
Americas, New York 20, N. Y., 
U.S.A. 


Free-Piston Pump Will 
Move “Almost Anything” 


A new pump with a unique free- 
piston design is claimed to handle 
almost any material that flows, i.e. 
anything from molten metals (up to 
1100 C) to ice cream, including 
abrasives, concrete, milk, greases, 
mud, acids, mash, etc. Power source 
is compressed air. There are two 
moving parts: the free piston and 
two ball-check valves; no packing, 
seals, or lubricants are necessary. 
Three cylinders ensure  uninter- 
rupted flow. Crossley Machine Co.., 
Mammoth & Bell, Trenton, N. J., 


FLL (News 


roe. 
Automatic Spraying 
Without Waste 


Eight “memory timers” on this 
reciprocating spray machine auto- 
matically control each spray gun to 
cut waste to a minimum. Objects 
on the moving conveyor trigger the 
sensitive “fingers” attached to the 
timers. The timers (electro-me- 
chanical devices) in turn set off 
the spray guns. Each piece is coated 
according to size. The new mech- 
anism can be adapted to existing 
reciprocating or rotary spray ma- 
chines and applied in any industry 
where nonrepetitive products of 
irregular shape are spray-finished. 

Memory Timers have also been 
installed on conveyor systems to 
control loading or unloading of 
products or packages. Binks Mfg. 
Co., 3114-3144 Carroll Ave., Chi- 
cago 18, Ilt., U.S.A. 





CURTISS-WRIGHT 


EARTHMOVERS 


MODEL CW-320 
3 AXLE SCRAPER 


REAR DUMP IS INTERCHANGEABLE WITH SCRAPER USING 
SAME POWER UNIT. 


FIRST CHOICE FOR 
THE TOUGHEST JOBS 


When the terrain is rough and the hauls are long, that’s the time to 
rely on the Curtiss-Wright CW-320. This rugged, 300 HP. Turbo- 
charged three-axle scraper provides the speed and stability you need, 
plus the curved bowl design, constant live winch and unit construction 
that keep production high — costs low. For the really tough jobs on 
your schedule, check the operating advantages of the CW-320... 
plus the service advantages and parts stocks of Curtiss-Wright’s world 
wide, strategically located centers. 





TRACTOR DRAWN SCRAPERS 2 AXLE, SELF-PROPELLED SCRAPER REAR DUMP UNITS 


EXPORT DIV. CURTISS-WRIGHT CORPORATION 


50 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. Cable: AEROEXCO, N. Y. 


DISTRIBUTED BY: 

ARGENTINA: Alejandro & Rodolfo Taylor, Buenos Aires; BRAZIL: Sul Brasileira De Comercio, importacao E 
Exportacao $/A, Porto Alegre; CEYLON: Anglo-Asia Company Ltd., Colombo; COLOMBIA: Amerex Ltda. 
Bogota, D. E.; DOMINICAN REPUBLIC: Atlas Comercial Co. C POR A, Ciudad Trujillo; ECUADOR: Cia General 
De Comercio Y Mandato (Guayaquil), Guayaquil; GREECE: Eta, Engineering and Technical Agencies, Ltd., 
Athens; IRAN: Caspian Trading Company, Tehran; JAPAN: Takachiho Koheki Company, Ltd., Osaka; NEW 
ZEALAND: Cory-Wright & Salmon, Ltd., Wellington; PAKISTAN: Dean and Webber, Karachi; PARAGUAY 
Sociedad Anonima Comercial Manvel Ferreira, Asuncion; PORTUGAL: Rolim Comercial S.A.R.L., Lisbon; 
SPAIN: Maclaurin Morrison Y CIA., S.A., Madrid; SWITZERLAND AND LICHTENSTEIN: Robert Aebi and Cie., 
A.G., ZURICH; THAILAND: Suphan-Phanich Company, Ltd., Bangkok; TURKEY: Burla Biraderier VE SSI, 
Istanbul; VENEZUELA: Drew Bear & Sons C.A., Caracas; Y LAVIA: Intercommerce, General Trade 
Agency, Belgrade; GREAT BRITAIN: Peter Woozley Ltd., Norfolk; KOREA: Eisenberg & Co., USA Agency, 
Inc., Seovl; TAIWAN: Lien Chen Ltd., Taipei; ALGERIA, TUNISIA, FRENCH EQUATORIAL AFRICA & FRENCH 
WEST AFRICA: Union Industrielle Africaine, Algiers. 
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Wrapping Machine Has 
Push-Button Controls 


The Wrap-O-Matic machine auto- 
matically feeds and cuts any length 


of wrapping material, including 
foil and cellophane. One model han- 
dles rolls up to 90 cm wide, another 
rolls up to 120 cm wide. Sizes can 
be determined instantly, and by an 
inexperienced operator, at the 
touch of a button. Rosenthal Mfg. 
Co., Export Dept., 5033 N. Kedzie, 
Chicago, Ill., U.S.A. 


Measures Cloth Thickness 


A new machine gages the thick- 
ness of cloth continuously through- 
out all processing stages. It gives 
comparisons at two points: when 





STEAM GENERATOR 
COIL FOR ECONOMY — SHELL FOR RESERVE CAPACITY 


Designed for trouble free operation 24 hours per day —7 days per week 


MORE STEAM PER S BECAUSE: 


Maintenance costs are reduced by 
eliminating damage caused by unequal 
expansion and contraction common in 


OTHER FACTS OF INTEREST: 
— Safest boiler having steam storage 


— Complete heat transfer assembly can be 
easily removed for inspection — 2 men 2 
hours — without special tools 


— Dry steam from a cold start in 10 minutes 


— Furnished completely assembled and 
tested 


— Responds rapidly to fluctuating load 


For complete information 
airmail this coupon today. 


VAPOR INTERNATIONAL CORP., LTD. 
224 South Michigan Avenue 
Chicago 4, Illinois, U.S.A. 


conventional tube and header boilers. 
Highest efficiency is provided by 100% tur- 
bulent cross flow of gases across the coils. 


BRIEF 
FACTS 


Pressures 

0 to 15 p.s.i. — 15 to 145 p.s.i. 
Control Automatic 
Floor Area (300 h.p.)..........6¥2' x 14’ 


SSCHHSSSSSSSSSSSSSSSSSSSSSSSSSSOOS 
VAPOR INTERNATIONAL CORP., LTD. 
224 South Michigan Avenue Dept. M 
Chicago 4, Illinois 


Name 





Company 
Street 














City & Country 


the cloth, before raising, is fed into 
the machine, and again as it leaves 
the machine after raising. The 
comparison is shown in multiples 
of a thousandth of an inch. 

Two remote transducer heads 
are set up at the feed and delivery 
ends of the processing machine. 
Each head is connected to the main 
indicator by three-core cables and 
can, if necessary, be placed several 
feet away from the indicator. The 
heads are designed to produce low 
frictional loss during operation. 
P. A. M. Ltd., Merrow, Guildford, 
Surrey, England. 


Irrigation Sprinkler 


In appearance like an earth- 
bound helicopter, a new irrigation 
sprinkler distributes more than 
2,500 liters of water a minute over 
a 3.7-hectare area. It has two 21- 
meter booms, each bearing 18 
nozzles, which revolve round a 
center mast mounted on large 
wheels. Water is sucked up from 
the irrigation ditch through alumi- 
num piping connected to a diesel 
pump. W. R. Ames Co., Milpitas, 
Calif., U.S.A. 


Plastics Gutter System 


This new rain-carrying system is 
typical of the many plastics build- 
ing units coming on the market. 
Easy to install, it appears strong, 
lightweight, nailable, and will not 
rust or corrode. Preformed corner 
sections (picture) eliminate a cut- 
ting step, and need no soldering or 
riveting. The sections can be easily 
cut or sawn to the right length. 
Owens-Corning Fiberglas Corp., 
Intl. Div., 16 East 56th St., New 
York, N. Y., U.S.A. 
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...outclasses all other tractor shovels for principal job of barge 


unloading at concrete pipe plant... 


“We tried out six loaders before we bought our Trojan,” says 
Ralph M. Simpson, plant superintendent, Seattle Concrete Pipe 
Company in Seattle, Washington. 

MODEL 154 REPLACES TWO MACHINES 

After landing the job of “handy-man”, the Trojan 154 went on to 
prove it could easily take the place of a crane and truck in the 
unloading of barges and distribution of material — and do it more 
efficiently, more economically. Its fast cycle-operation proved in- 
valuable as this major change was made in the handling of in- 
coming materials. 

ANOTHER PAT-ON-THE-BACK FOR TROJAN 

Mr. Simpson goes on to say, “Not only does the Trojan serve us 
well in its primary job of barge work, it moves material all over 
the yard, cleans-up, moves other equipment and even levels 
ground. We tried them all and judged the Trojan 154 best for 
the job.” 

BEST BY TEST 

This is one more example of Trojan’s ability to outwork other 
machines. Ask your distributor . . . hell be glad to demonstrate 
its outstanding versatility on your job. 


The Trojan line includes eight models with lifting capacities 
from 5,000 to 20,000 Ibs. and bucket:capacities from 1 to 4 cu. yds. 


THE VALE & TOWNE MFG. Co. 
TROJAN DIVISION 


BATAVIA, NEW YORK + SAN LEANDRO, CALIFORNIA 


Here, on board the barge, the hard-working 
Trojan picks up another load of gravel for 
transportation to the stockpile area. 


AOD NO, 44-40 





TRACTOR SHOVELS 


TROJAN 





YALE & TOWNE 








CONTACT! 


Has your production manager an urgent query ? 
— You can answer it while you are on the road. 
Do you want that urgent quotation sent off? 
— You can instruct your secretary while you are driving. 
Do you want a van to make an urgent call? 
—It can be arranged in minutes although they are all on the road. 


With your cars and lorries fitted with Pye Radio Telephones you are 
in control. 


>» 2 Please write your name and address in the margin of this 


advertisement and post it to us for information by return. 


Mobile Radio Telephone 


PYE TELECOMMUNICATIONS LTD . NEWMARKET ROAD . CAMBRIDGE - ENGLAND . Tel: TEVERSHAM 3131 . Grams: PYETELECOM CAMBRIDGE 
TAIL3 
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Remote Control Keyboard 
for Adding Machines 
This 


board 





lightweight 10-key  key- 
for electronic adding ma- 
chines allows an operator to work 
the machine by remote control. 
Bulky office equipment can now re- 
main where it stands while the op- 
erators walk through the ware- 
house, shipping area, or shop and 
make permanent records on the 
machine. The keyboard is 10 cm 
square and is gold-anodized. Vic- 
tor Adding Machine Co., 3900 N. 
Rockwell St., Chicago 18, Ill., U.S.A. 







A Versatile In-Plant Truck 


A new industrial truck called the 
Station Wagon converts easily for 
carrying personnel. It is designed 
to cut walking distances between 
plants and shops. The truck is elec- 
tric-powered, with four removable 
leather-covered seats mounted on a 
heavy-duty truck body. Load carry- 
ing capacity is about 900 kg. Moto- 
Truc Company, 1953 East 59th St., 
Cleveland 3, Ohio, U.S.A. 











In brief... 


Synthetic-fiber typewriter rib- 
bon for standard machines pro- 
duces extra sharp image, is claimed 
to outwear most cotton ribbons by 
four to one. Columbia Ribbon & 
Carbon Mfg. Co., Inc., Glen Cove, 
N. Y., U.S.A... . New colorimeter 
from Nederlandsche Instrumenten- 
fabriek Nonius, Delft, Netherlands, 
continuously measures and records 
color intensities of liquids .. . In- 
dustrial stethoscope enables me- 
chanics to detect knocks, leaks, me- 
chanical] flaws in different parts of 
the plant. Edmund Scientific Co., 
Barrington, N. J., U.S.A. 
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TIE IT 


waemeens. 


better, faster 
by machine 


Today, anything you tie by hand can be tied 


on a BUNN Tying Machine .. 


If there’s hand-tying done today in 
your plant or office, then major 


savings can be 


Bunn tying. For the Bunn Tying 
Machine can literally multiply your 
tying speed...and reduce costs, too. 
Packages, cartons, bundies... 
even loose parts, literature, mail: 
The Bunn Machine handles them 
all with the same speed and ease. 









GET THE 
WHOLE STORY 


Send today for 
this fact-packed 
booklet, which 
illustrates the 
many advantages 
of Bunn Tying 
Machines. 

Or let a Bunn 
Tying Engineer 
show you. 

No obligation. 


e October 1959 


. in 1% seconds or less! 





Operation is simple, positive: 
you just position the object to be 
tied, then step on a trip. Automati- 
cally, you get a neat, secure tie 
in 1% seconds or less. Faster than 
hand tying? About 10 times. And 
you save on twine costs, too 
Send today for full data on how 
modern Bunn tying can cut costs for 
you. Use the handy coupon below. 


B. H. BUNN co., Export Department 
10406 So. Western Ave., Chicago 43, Illinois, U.S.A. 


MAIL COUPON NOW FOR MORE FACTS 


yours. Discover 


PACKAGE 
TYING 
MACHINES 
Since 1907 











' 

' B. H. BUNN CO., Export Departmen: 

' 

8 10406 So. Western Ave., Chicago 43, Ilinois, U.S.A 

' 

8 [) Please send me a copy of your free booklet 

. (_] Please have a Bunn Tying Engineer contact me 

' 

' 

H Name — — 
a 

8 Compeny ——— ——— / —EE 
' 

: Address —— — 

. City ee 
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1. The Basic Rules 


This game is played with simple, home-made materials. 
It covers 52 weeks of business. The game should take 
about an hour to play, and you can play it against 
competition or alone against a standard. 

Your job is to devise a production plan so that you 
can fill weekly shipping orders from inventory and cur- 
rent production. But you will not know the size of the 
orders until you have set a production level. Shipments 
vary from week to week in no discernible pattern. And 
you start the game with an inventory of 310,000 case 
units. 


A Business Game You Can Play 


You are the production manager of a 
plant making one product. Your job is 
to meet weekly shipping orders. Your 


goal is to keep costs as low as possible. 


is a two-week lag between the time you make a decision 
to change the production level and the time the change 
goes into effect. Your first decision goes into effect 
immediately, of course. 

Your plant warehouse has a storage capacity of 240,- 
000 cases; inventory above this amount must be stored 
in rented warehouse space, and some is now. 

You will perform best if you devise a long-range 
production strategy before beginning the game, instead 
of playing on a week-to-week basis. You will want to 
plan the optimum number of production changes and 
the safe limits of inventory; there is also a two-week 


You can change the production level only in thousand- 
case lots. The minimum change allowed is 5,000 cases; 


the maximum is 10,000. 


Since it takes time to effect production changes, there 


vacation shutdown to plan for. 


ll. Charges and Penalties 


There are four cost charges: 


* Production changes: $2,500 for each. 


Business Games: Teaching Som 


BUSINESS GAMES, some as simple as 
the one above, mushroomed since 
the American Management Associ- 
ation introduced its “business war 
game” two years ago (IMD—July, 
1957). At least two dozen different 
training games are now in opera- 
tion in corporate and academic edu- 
cational programs, in the U.S.A. 
and abroad. 

The enthusiasm for business 
gaming is due in large measure to 
the apparent realism of the world 
that the games create. Particularly 
in the more complicated, highly 
competitive games, participants 
seem to forget that the money they 
are making (or losing) is not 
real. And it is this strong emo- 
tional involvement that makes gam- 
ing such a powerful teaching device. 

Games provide a vivid introduc- 
tion to the business world. Thus, 
the International Business Ma- 
chines Co. puts newly hired sales- 
men through a game to orient them 
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to the competitive world they are 
entering. At Michigan State Uni- 
versity last month, 300 beginning 
students in business played a game 
as part of their first course. 

Games are also being used as a 
living laboratory to study organiza- 
tion structure, leadership, and the 
process of decision-making under 
stress. 

Actually, there are two varieties 
of games: the general management 
or “total enterprise” games and 
the more specialized “functional” 
games. 

¢ Functional Games—These deal 
with particular areas of business 
such as marketing, systems man- 
agement, or aspects of production. 
The production control game above, 
for instance, was developed by the 
U.S. A.’s Procter & Gamble Co. as 
an introduction to detailed training 
sessions in production scheduling. 
Its object is to help managers real- 
ize the difficulty of scheduling and 


the effect of scheduling on costs in 
several areas. 

Functional games seem particu- 
larly well suited to indoctrination. 
Westinghouse Electric Co. used an 
inventory control and distribution 
game to sell a staff-developed sta- 
tistical control technique to line 
management. The line managers 
played the game twice, first by their 
own methods, then by the new one. 
The 15% improvement in their 
score convinced them that the new 
way was better. 

Other companies have used func- 
tional games to give salesmen more 
understanding of the production 
man’s problems, and _ production 
men of the salesmen’s. 

¢General Management Games— 
These games represent the prob- 
lems of running a competitive busi- 
ness, and involve top-management 
decisions. Generally, players are 
divided into teams or “companies,” 
and the game is played on a quar- 
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* Inventory holding: $350 a year for each 1,000 cases 
of inventory, whether in plant or rented warehouse. At 
the end of the game, total your weekly inventories and 
divide by 52, then multiply the resulting number of 1,000- 
case units by $350. Negative inventories count as zero. 

* Warehouse rental: $1,000 a year per 1,000 cases. 
At the end of the game, total your excess inventories 
above 240,000, divide by 52, and multiply by $1,000. 

* Late shipments: $750 for each 1,000 cases ordered 
which you cannot fill from available inventory. 


ill. The Situation 


The company forecasts that sales for the first quarter 
will average 101,000 cases a week. For the following 
three quarters, weekly shipments are estimated at 102,- 
000, 103,000, and 104,000 respectively. 

More than half the time weekly shipments will be 
between 80,000 and 120,000 cases; and 75% of the 
time they will be between 70,000 and 130,000. 

The plant shuts down for vacation during weeks 27 
and 28. Shipments continue, however. Production level 
changes requested at the end of weeks 24, 25, and 
26 all take effect the 29th week. 


IV. Get Ready to Play 


Take 24 identical slips of paper and mark each with 
one of the following sales orders (in cases): 58,000; 
64,000; 69,000; 73,000; 76,000; 80,000; 83,000; 86,000; 
89,000; 92,000; 94,000; 97,000; 103,000; 106,000; 
108,000; 111,000; 114,000; 117,000; 120,000; 124,000; 
127,000; 131,000; 136,000; 142,000. 


INVENTORY CALCULATION SHEET 




















WEEK NUMBER | 1}2}3/4/5(51/52| / 
(1) Beg. Inventory 4 

(2) Production 1 

(3) Available (1 + 2) ar, 
(4) Shipments : ee 











(5) End Inv. {3 — 4) 
ha tn ee 


| 


LS 




















Place the slips face down in a pile on the table; you 
will pick them out at random. 

Next, prepare an inventory work sheet like the sample 
above, extending it to 52 columns. 

When yau are ready to start play, fill in the Beginning 
Inventory for the first week—310,000 cases. Then set 
your production level for the first week. Add these 
together to get Available Inventory. 

Now draw a slip, which will give you shipments for 
the first week—and return it face down to the pile. (In 
a competitive game, all players have the same ship- 
ments, but each has his own production figures, which 
he naturally keeps secret.) 

Subtract Shipments from Available Inventory to find 
End Inventory, which automatically becomes Beginning 
Inventory for the next week. 

Now you are ready to consider raising or lowering 
production, or leaving it the same. But remember the 
two-week lag—production is necessarily the same for 
weeks 1, 2, and 3. 

To judge your performance, turn the page. 


acts of Business Life 





terly basis, with results delivered 
to the players in the form of finan- 
cial statements. 

Decisions usually involve the 
price to be charged for the product 
and the amount of money each com- 
pany will spend on production, mar- 
keting, research, and plant expan- 
sion. In some games, the companies 
produce several products or sell in 
several markets. Others allow for 
dividends, taxes, bank loans, wage 
rates, stock market prices, raw ma- 
terial purchases, or improvements 
in production processes. Thus, the 
games differ chiefly in the number 
and variety of decisions. 

A number of general manage- 
ment games are keyed to particular 
industries. Canada’s Imperial Oil 
Ltd., for instance, uses a game in- 
volving five competing service sta- 
tions. Players must make their 
decisions to the accompaniment of 
background noises—clanging tools 
and automobile motors—tape_re- 


corded at real service stations. 

In one of Westinghouse Elec- 
tric’s games, players have to worry 
about the internal flow of orders 
and materials, must quote lead times 
on product delivery, and can reduce 
expenses by exercising various man- 
agement controls. The companies 
start with different positions and 
have different personalities. 

The latest development is the 
“bureaucracy” game, which intro- 
duces internal management prob- 
lems. The American Management 
Association is now using one that 
has so many decisions—more than 
70 each quarter—and so many team 
members—10 to 15—that the par- 
ticipants are forced to organize, to 
delegate authority, to assign re- 
sponsibility, and thus to practice 
the techniques that are taught in 
AMA’s management courses. 

The Carnegie Institute of Tech- 
nology recently introduced the most 
complicated game that has yet been 
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100 and 300 de- 
cisions must be made every quarter. 
This game is intended to be played 
one session a week over an entire 
university semester. 

¢Impartial Umpire All busi- 
ness games are based on some sort 
of formula that reflects the game 
designer’s assumptions as to a busi- 
ness economy. 

If the game is interactive (the 
Procter & Gamble game is not), 
the formula must govern how much 
effect each company’s price changes 
and expenditures have on the sales 
and competitive position of the 
other companies. 

A computer is used to “umpire” 
many of the more complicated 
games. But it should be noted that 
a computer often is used for 
greater speed and accuracy. The 
computations required in the game 
used by the International Business 
Machines Co., for instance, can be 
done with a desk calculator—with 


devised—between 
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ome risk of human error—in half 
an hour. A computer turns out the 
same figures in five minutes. 

Some of the more simple games 
are played with the use of tables 
and graphs. It is possible to build 
a variety of games around the 
throw of dice, or, as with the Proc- 
ter & Gamble game, slips of paper 
drawn at random. 

¢ Criticism—Most critics center 
their attention on the more ambi- 
tious general management games. 
They argue that the games are 
based on dubious assumptions about 
how business actually operates, and 
therefore do not teach much about 
business decision-making. 

The games obviously omit many 
factors—from international crises 
to errors by the typing pool. Deci- 
sions are strictly quantitative: 
Every company’s dollar has the 
same degree of effectiveness. The 
most serious defect, many think, is 
the failure to allow for inefficiency 
within the company. 

One educator has observed that 
perhaps 5% of business game play- 
ers do not get emotionally involved 
—and apparently get nothing of 
value from the experience. 

But the majority of players, and 
an increasing number of educators, 
have become enthusiastic converts 
to business gaming. Despite their 
limitations, business games do em- 
phasize some broad facts of busi- 
ness life—that all areas of a busi- 
ness are interrelated, that all are 
important, that they have to be 
coordinated. (Business Week, July 
25, p56) 





Judging Your Score .... 


In a competitive game, the player 
with the lowest total costs wins. But 
in competition or alone, you can feel 
proud of yourself if your costs total 
$135,000 or less. Average players 
usually score around $350,000, 
and it is not unusual for costs 
to run over $500,000. 

Scores will vary from game to 
game, of course, depending among 
other things on the performance of 
the “sales force.” 

By a fast, accurate attack on the 
inventory problem, and by holding 
production changes to a minimum 
of 6 or 7, it is possible to score in 
the neighborhood of $70,000 to 
$80,000 total costs. 
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The Joint Subsidiary: 
Advantages and Pitfalls 


Each partner must protect his rights with minimum 
interference in the affairs of the joint venture. 


COMPANIES that enter into joint 
ventures with other concerns give 
sound reasons for their actions: 
Risks are reduced, less capital is 
required, research and other facili- 
ties are shared. And right now, 
many more businessmen around the 
world have decided—or are in the 
process of deciding-—to enter joint 
ventures. 

For smaller concerns, a subsidi- 
ary owned jointly with another 
company may be the only feasible 
way to exploit new raw material 
sources or major research and in- 
dustrial projects. For larger com- 
panies, a joint venture is often a 
question of putting their invest- 
ment “eggs” into a larger number 
of corporate “baskets.” 

And for companies involved in 
international operations, the joint 
subsidiary is becoming a preferred 
form of investment, especially in 
the face of laws governing foreign 
ownership and managers, import 
restrictions, nationalism (IMD — 
Oct. ’58, p18). 

While the reasons are sound, 
joint venturing requires extreme 
caution. Some of the pitfalls are 
discussed by Malcolm W. West Jr., 
of the American management con- 
sulting firm of Cresap, McCormick 
& Paget, in the Harvard Business 
Review (July/August, p31). 


1. Stumbling Blocks 


At their best, joint subsidiaries 
are difficult to manage, reports 
West. Prospective owners must rea- 
lize that the operation of such a 
venture is unique—and often more 
difficult to manage than one of its 
parents. 

The most obvious, yet most fre- 
quent, stumbling block is differences 
among the parent companies over 
the objectives and business philos- 
ophies that will govern the joint 
subsidiary’s operations. 

An open discussion by the pro- 
spective parents is of paramount 
importance. Particular attention 
should be given to the disposition 


of profits, and to the probable re- 
actions of both parties to changes 
that might affect the subsidiary 
as a market for their products. 

On the other hand, remember 
that objectives may change, and 
flexibility is essential if the owners 
are to avoid continued conflict. 

eSources of Trouble — Trouble 
often comes when a company with 
a strong financial position prefers 
that earnings be plowed back into 
the subsidiary while its weaker 
partner desires dividends. There 
can also be serious disagreements 
over the extent and direction of 
diversification and expansion, par- 
ticularly if one parent has a more 
aggressive management. These dif- 
ferences are particularly common 
in international partnerships. 

Sometimes parents devote un- 
equal attention to their joint sub- 
sidiary, especially if one partner is 
small, the other large. The smaller 
partner, which has made what it 
considers a major investment, be- 
comes worried about the apparent 
indifference of its larger partner. 

No matter what the size or type 
of business, a joint subsidiary must 
be founded and operated in a spirit 
of compromise and cooperation. A 
parent company that is unwilling to 
recognize this principle will find it- 
self in constant difficulty. 

Even competitive companies can 
learn to cooperate in joint ventures 
when it is legally feasible and to 
their mutual benefit. This has been 
clearly demonstrated by such 
operations as the Arabian Ameri- 
can Oil Co. (Aramco), a joint ven- 
ture of four rival oil companies. 


ll. Useful Techniques 


The most important step, of 
course, is to exercise extreme cau- 
tion in selecting partners. Evalua- 
tion of another company is an un- 
certain task, to be sure, but some 
knowledge of its business practices, 
policies, past performance, and rep- 
utation is imperative. 

There are also a variety of tech- 
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Here are a tew of the 


hundreds of products 
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which proudly bear 
the REPUBLIC name: 


Alloy, Carbon, and 
ENDURO" Stainless Steels 


Cold Finished Steels 


Steel Bars and Special 
Shapes 


Sheet and Strip Steel 
Steel Roofing and Siding 
Electrical Steels 
Electro-Plated Sheets 
Steel and Plastic Pipe 


Plastic-Coated Pipe 
and Tubing 


Line Pipe, Casing, and 
Tubing for the gos and 
oil industry 


Boiler and Heat 


Exchanger Tubes 


SYMBOL of QUALITY “=~ 


for the world’s widest range iy 
of standard steels Titan 


Metal Powder 


High Strength Steels 


and steel products Pig tron 


Known the World Over for Quality Stee/s 


REPUBLIC STEEL CORPORATION 


Export Department: Chrysler Building * New York 17, N.Y., U.S.A. 
Cable Address: ‘“TONCAN” © General Offices: Cleveland 1, Ohio 
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CONTROLS COMPANY OF AMERICA 


f | Jobs around the home... 





OVER’ 7S MILLION SOLD 
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j performed by Redmond motors 


Who are we? To the homeowner, we are the 
power back of the pushbutton. Out of some 40 house- 
hold jobs that use electric power, our Redmond motors 
are running 36. From tape recorders to air conditioners, 
from kitchen blowers to furnace fans. 


In the home laundry, they actuate CC’s new Cycle-Set® 
power timer, the first single-button cycle selector for 
washers and dryers. 


Outside the home, they trim hedges, power car win- 
dows and seats, provide power-steering on boats. 


CC Redmond electric motors range from 1/3 hp for 
major appliances down to 1/500 hp for delicate con- 
trols. More than 75,000,000 have been put to house- 
hold, automotive, marine and industrial uses. 
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Executive Offices: SCHILLER PARK, ILLINOIS 


How can we work for you? When you 
have a control problem, Controls Company of America 
creative engineers will try to help you solve it—with a 
single control or an integrated control system. We in- 
vite your specific inquiries. THIS IS OUR LINE: 

Motion Controls—Shaded-pole, permanent 


split capacitor, series, and synchronous 
motors; solenoids. 


Time Controls—Lateral and interval timers, 
time-delay switches, Cycle-Set power timer. 
Flow Controls—Refrigeration, plumbing 
and petroleum valves; aviation, industrial 
and appliance switches. 

Temperature Controls—Oil and gas heat- 


ing controls; vaporizing type oil burners; 
air conditioning valves. 


ie REDMOND CO. INC 
OWOSSO, MICHIGAN LAKE CITY, INC, 


CRYSTAL LAKE, ILL. 





Creative Contwta. . HEATING AND AIR CONTROLS COMPANY 
CONDITIONING OF AMERICA 
. CONTROLS Div. (CANADA) LTD. 


MILWAUKEE, WIS. COOKSVILLE, ONTARIO 
INTERNATIONAL DIV 


SCHILLER PARK, ILL, 
CONTROLS COMPANY OF AMERICA APPLIANCE AND po ped 
@aure> CONTROLS DIV. ZUG, SWITZERLAND 
SCHILLER PARK, ILL | CONTROLS 
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| EUROPA N.V 
MILWAUKEE VALVE CO. | Y 
NY) MILWAUKEE, wisconsin | NUMEGEN, HOLLAND 
CONTROLS COMPANY 
OF AMERICA 
NETHERINGTON (ARGENTINA) SRI, 
HETHERINGTON, INC., BUENOS AIRES 
FOLCROFT, PENN. 
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“The president of the subsidi- 
ary is in a vulnerable position: 
He must serve two masters.” 
story starts page 56 
niques that can at least reduce con- 
flicts, and protect vital interests. 

One company was joining with 
a much larger organization and 
wanted to have some control over 
the reinvestment of earnings by the 
new joint subsidiary. It got this 
control through a clause in the by- 
laws: “In the event of a dispute 
over the amount of money to be 
spent on a given project, the lesser 
amount will be spent unless the 
majority of the board favors the 
greater amount.” 

The boards of jointly-owned sub- 
sidiaries are quite naturally usually 
composed of executives or board 
members of the parent companies, 
with representation equally divided. 
Inevitably, the vote will sometimes 
be evenly split on major decisions. 
And this can mean costly periods 
of inaction, or lack of positive pol- 
icies. The board frequently does not 
have the authority to resolve criti- 
cal proposals. 

«No Cure-All—Some companies 
have resorted to a_ tie-breaking 
mechanism, usually in the person of 
the board chairman or president. 
This is not, however, a panacea. 
A heavy burden is placed on the 
man who must break the deadlock. 
In addition, the owners have no as- 
surance that major actions will be 
taken only with their complete 
agreement. 

For this reason, some companies 
prefer the risk of a deadlock to the 
risk of losing the right to argue 
their case. The bylaws of one joint 
subsidiary provide for a 13-director 
board. But by common consent, the 
tie-breaking position is left vacant. 

A technique of wider application 
is the informal “sounding-out” of 
owner opinion before proposals are 
submitted to the directors. Com- 
promises may then be negotiated 
in an informal atmosphere before 
a formal vote is taken. 


lll. President's Problem 


The president of the subsidiary 
is in a vulnerable position: He 
must serve two masters. His effec- 
tiveness may be severely handi- 
capped by the time required to 
maintain communications with his 
board and the parent companies; 
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yet the consequences of neglecting 
this duty can be still more serious. 

Some parent companies have 
found it helpful to schedule regular 
informal meetings with the presi- 
dent of the subsidiary. Others pro- 
vide staff assistants to aid the 
president with his communication 
problems. 

The communications problem can 
be eased by putting executives from 
the parent companies in key man- 
agement positions. This approach 
also provides the president with 
high-caliber assistants; and such 
men frequently have the authority 
to resolve minor disputes. 

On the negative side, however, 
this approach has the obvious dis- 
advantage of providing only part- 
time assistants to the president, 
since the executives involved must 
continue to carry out their duties 
in the parent companies. Further- 
more, removing management deci- 
sions from the responsibility of the 
subsidiary’s president creates other 
problems. 

In general, this approach should 
work best when the operations of 
the subsidiary are closely integra- 
ted with one of the parents. 

¢ Organization—Organization is 
always a problem area. Quite often 
joint subsidiaries turn out to be a 
patchwork of organizational ele- 
ments from the parent companies. 
In addition to being incompatible 
with each other, the elements may 
be completely inappropriate for the 
subsidiary. 

Some parent companies, too, 
make a practice of moving person- 
nel in and out of the joint subsid- 
iary. Companies have been known 
to replace top executives with “cast 
offs”. 

While staffing of the subsidiary 
from the parent companies is often 
unavoidable, particularly at the 
start, promotion from within is 
always preferable as a standing pol- 
icy. Loyalty to the new subsidiary 
should be fostered. 

Stock option plans are often 
impractical. The use of parent 
company stock can sometimes be 
used, but more often than not the 
earnings of the subsidiary have 
only a minor impact on the earn- 
ings of the parent companies. 
Bonuses and other techniques to 
promote management interest in 
the subsidiary should receive spe- 
cial consideration. @ 
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. Your 

headquarters 
for motors 
and 
Solenoids 


‘ 


Get more power 


for more applications with Redmond AY motors 
Patented Tri-Flux design gives the 
AY higher starting and running 
torques than conventional shaded pole 
motors. Other design features reduce 
blower vibration to 1/5 of convention- 
al motors — and lower the noise level 
of a 1/6 hp AY to that of a 1/35 hp 
motor of conventional design. This 
quiet, dependable power makes the 
AY ideal for a wide range of air- 
conditioning, refrigeration, heating and 
ventilating applications. 


Get more pull 


for more applications with CC double T solenoids 


CC’s unique double T plunger con- 
struction results in level, more power- 
ful pull throughout the useful plunger 
stroke. Stable tripodal seating assures 
quiet operation. Four models offering 
twelve sets of electrical characteristics 
satisfy virtually any application at 
production run prices. 


Write today for full facts on both of these potent 
components. Complete catalog data is available. 


CONTROLS COMPANY OF AMERICA 
International Division 
Schiller Park, Illinois, U.S.A. 


CONTROLS AG: POSTFACH 313 
ZUG, SWITZERLAND 





Help for the Small Fir 


Holland’s RVB builds a 
reputation on small-firm 


“integrated radioscopy”. 


LAST MONTH, businessmen from all 
over Europe gathered in the Dutch 
city of Delft to attend an interna- 
tional seminar on “Small and Medi- 
um-Sized Industry in the European 
Common Market.” 

The attendance was evidence not 
only of great interest in the subject 
under discussion, but also of the 
growing reputation of Delft’s Re- 
search Institute of Management 
Science, which sponsored the sem- 
inar. 

¢ Non-profit—The Institute is a 
non-profit research organization 
that specializes in the management 
problems of the small and medium- 
size company—an area that has 
been relatively neglected by busi- 
ness researchers (IMD— April, 
p20). RVB (for its Dutch initials) 
has also carried out broad-scale re- 
earch assignments for universities, 
the Organization for European Eco- 
nomic Cooperation, the Internation- 
al Labor Organization, and the 
governments of Belgium, Italy, and 
the Netherlands. 

RVB was started in 1952 as a 
one-man operation by Yap Kie Han, 
a young Indonesian then only 26 
years old. Now, at 33, Yap is the 
experienced manager of a staff of 
university-trained investigators. 

¢ Radioscopy — Since 1957, the 
Institute has been doing what Man- 
ager Yap calls “integrated radios- 
copy”—a unique name for what is 
believed to be a unique service. As 
the name implies, “radioscopy” is 
a systematic diagnosis of the 
troubles that beset business organ- 
isms. For a minimum fee of 500 
guilders ($132), RVB sends staff 
investigators into firms to see in 
what areas they need help from out- 
side experts. RVB does not suggest 
specific solutions to problems; it 
simply identifies what needs to be 
improved, and on request will sug- 
gest suitable outside experts. But 
it takes no fee for this advice. 

RVB’s “radioscope” is focused on 
all phases of the enterprise, from 
purchasing to marketing, but spe- 
da] attention is paid to the utiliza- 
tion of eapital assets, the degree of 
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Yap Kie Han 


family influence, and the range of 
work skills and management skills 
within the organization. 

¢ Deficiencies—According to Yap, 
the most frequent deficiencies are 
obsolete production methods and 
out-of-date technology, inadequate 
cost accounting, and not enough 
delegation of authority. Many small 
companies also suffer from lack of 
adequate capital or long-term fi- 
nance, 

RVB investigators often cite such 
things as “processing time too 
long,” “inefficient materials hand- 
ling,” “poor quality control,” “needs 
new product to spread risks,” “in- 
efficient job assignments,” and “con- 
tinuity of enterprise in danger.” 

In 75% of the cases, Yap says, 
RVB’s reports have been followed 
by positive action. Several firms 
have been able to negotiate bank 
loans on the basis of a RVB report. 

¢ University Work— The Insti- 
tute works in close cooperation with 
The Netherlands Government Re- 
search Institute (T.N.O.) and the 
universities of Delft and Rotter- 
dam. In one important cooperative 
program, RVB assigns university 
students to three-month research 
projects in industrial companies. 
These are usually follow-ups to 
RVB “radioscopy” reports. The 
students are given four weeks of 
orientation training by RVB; and 
while on assignment, they are under 
the supervision of a “project teach- 
er” from their university. 

Several hundred companies in 
Europe have taken advantage of 
this educational and research pro- 
gram, at a cost to each of between 
$200 and $400. @ 
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What’s new in METALWORKING ? 
See Your Local DoALL Representative 


For important news that will save time and 
in youx 


in band sawing ’ surface grinding i and pre- 
cision measuring instruments. 


money } manufacturing operations, 
see new DoALL developments now available 


Bombay 
coca rns, 
ics 
1.A.E.C. 
P.0. Box 


) Private, Ltd. 
Bangalore City 


) Private, Ltd. 


nat Wi 
Panarukan 


Ojakartakota 

IRAN 

The Millard Co., Ltd. 
Ekbatan Avenue 
Tehran 


IRAQ 
Wee Patios & Transport Co., 


430/1A1 Rashid Street 


INTERNATIONAL MANAGEMENT DIGEST ¢ October 1959 


BAND SAWING 


Machines 


a complete range of types with throat capac- 


ities from 16” to 60” and priced to suit every need in the 
shop or production line. 


Zephyr 


rugged, 


high-speed sawing 
machine for non- 
ferrous materials 
and friction saw- 


ing. 


High-Speed Zephyr 


BAND SAWS 


Also: 

File Bands 

Grinding Bands 

Polishing Bands 

Saw Bands—to saw 

every metal and 

material. Over 300 

width-pitch-set 

combinations; 18 

styles in both car- 

bon and high-speed 

steel—also special 
types. 


Power Saws 


Contour-mati 
revolutionizes con- 
tour machining by 
employing high 
speed steel saw 
bands, power feed 
table and inbuilt 
coolants. Easily fix- 
tured for duplicate 
parts production. 


world’s fastest 


cutoff machines employing 

high-speed steel saw bands. Avail- 
able as low-cost manual models or 
full automatics with capacities up 


to 24”. 


Utility Ma- 
chine low 
in cost for 
versatile 
shop use, 
manually 
operated. 


Low-Cost Utility 


Contour-Matic 


Power Saw 


Surface grinders range from low-cost man- 
ual to hydraulic production models. They 
feature ease of operation with accuracy 
obtained directly from handwheel set- 
tings. Also accessories for cylindrical and 
form grinding operations 
Low-Cost 

Manual Mode! 


DH-6 


12 


MEASURING INSTRUMENTS 


Complete line of precision measurement equipment in 
cluding gage blocks, comparators, black granite surface 


plates, and 
quality standards. 


inspection tools 


all made to the highest 


EX.1 


The DéALL Company 


DES PLAINES, ILLINOIS, U.S.A. 





In Management 


ORIENTATION COURSES for 
executives headed for overseas 
assignments are attracting the 
interest of international bus- 
inessmen. 

London’s Oversea Service (2 
Eaton Gate, SW1), a non-profit 
organization supported by a num- 
ber of concerns with foreign 
affiliates, offers seven-day resi- 
dential courses on specified coun- 
tries and areas. Talks are given 
by nationals on the area under 
study, or by executives recently 
returned, reports Business maga- 
zine. Wives and fiancees are wel- 
come in the study groups, which 
are usually composed of about 20 
participants. Cost: £26.5.0 (about 
$75). 

eIn the U.S.—A six-week pro- 
gram with a more ambitious goal 
is now in its first session at the 
American University’s School of 
International Service (Washing- 
ton, D. C.). The aim is to give 
executives a working knowledge 
of the culture and language of the 
area where they are going to live, 
plus indoctrination in how to “de- 
fend” the image of the U.S.A. 
abroad. Tuition fee is $500. As at 
Oversea Service, wives are wel- 
come. 

In New York, a founding com- 
mittee has been formed for an 


International Institute, which will 
operate three-month sessions on 
culture and language for up to 
300 businessmen and their wives. 
The committee is negotiating to 
buy the now unused U.S. govern- 
ment facilities on Ellis Island, 
famed as the port of entry for im- 
migrants to the U.S.A. 


CIOS CONGRESS —the Interna- 
tional Committee of Scientific 
Management—will meet in Aus- 
tralia next year for a two-week 
seminar. Starting February 22 in 
Sydney, discussions will center on 
“Management Methods in the Next 
Decade.” For the second week, the 
seminar will shift to Melbourne, 
where the theme will be “Manage- 
ment in a Developing Country,” 
lasting until March 4. 


FLYING EXECUTIVES are urged 
by most companies to travel to- 
gether in groups of two, but no 
more, according to a survey by 
the U.S.A.’s National Industrial 
Conference Board. Whether a for- 
mal policy or not, the U.S. man- 
agement rule on air travel seems 
to be: “Two is company, three is a 
crowd, four is too many, and five 
is not allowed.” 


OFFICE AUTOMATION is broken 
down into three basic types in a 
recent survey by the U.S.A.’s 
National Office Management As- 


sociation. Here are the favorite 
uses for this equipment, as re- 
ported in Systems magazine: 

—Mechanical punch _ cards: 
Sales statistics are the most pop- 
ular application, with payroll jobs 
running a close second. Inventory 
processing comes third, followed 
by accounts receivable, general 
accounting, and expense and prop- 
erty accounting. If “future inten- 
tions” are carried out, payroll ap- 
plications will soon replace sales 
statistics as No. 1 application. 

—Integrated data processing 
(linked “common language” ma- 
chine); Order-processing is the 
favorite application by a wide 
margin, followed by sales statis- 
tics, accounts receivable and cost 
accounting. 

—Computers: Medium-sized 
computers, defined as those cost- 
ing between $50,000 and $500,- 
000, are the workhorses in the 
office field. Insurance companies 
and electrical manufacturers are 
the biggest users, with petroleum 
producers next. Payroll is the fa- 
vorite application, but “future 
plans” indicate that accounts re- 
ceivable applications will soon be 
first. Other uses are inventory 
and other types of accounting 
calculations. 

Large-scale computers are used 
mostly for engineering work, with 
payroll and inventory the most 
popular clerical uses. 
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BaG Relief Valve 


BaG “WU” 
Instantaneous 
Water Heater 


BaG Universal Pump 


BaG 
Flo-Control Valve 


EVERYTHING FOR HEATING AND COOLING 
WITH CIRCULATED WATER 


A circulated water system equipped with B&G 
Hydro-Flo Products throughout offers the advan- 
tage of a completely integrated installation of 
highest quality material, carrying a single manu- 
facturer’s guarantee. 

Every B&G product is distinguished by features 
which assure superior performance. B&G Boosters 














This Package Liquid Cooler is equipped with 
BeéG products throughout—the only unit of 
its kind with all major components designed, 
built and guaranteed by one manufacturer! 
Everything included—no extras to buy. 


and Universal Pumps, for example, are noted for 
extremely quiet, vibrationless operation. They have 
specially designed silent motors, leak-proof seals, 
long bronze sleeve bearings, oil lubrication and 
true centrifugal impellers. Nearly 3,000,000 Boost- 
ers have been installed to date! 

Other B&G products also reflect leadership in 
design. The B&G Monoflio Fitting, a diversion de- 
vice, permits the use of a single pipe main in forced 
hot water heating systems, saving materially in 
installation cost. 


For complete informa- 
tion on BaG Hydro-Flo 
Heating and Cooling 
Products send for latest 
literature. 


Sc 2 @ Fy fA hum eS 


vr) G | EXPORT DIVISION Dept. FX-25 


Midland Park, New Jersey, U.S.A. 
Cables: Marlopumps 


© BELL & GOSSETT 
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« Like 


at ‘i lathe ~ 


| demand 
the best — 


IS 


to 
KLM 


It’s more than tradition that sons take after 
their fathers and choose KLM Royal Dutch 
Airlines. A preference based on performance! 
In KLM’s pioneering days flying Fokker 
F-VII-A meant record-breaking speed and comfort. 
Now, in its 40th anniversary year, KLM 
features the world’s most advanced aircraft 

the Douglas DC-8 intercontinental Jet 

and the Lockheed Prop-Jet Electra. Then and 
now, a standard of excellence characteristic 

of KLM. And even in this age of jet speed and 
efficiency you will experience that to 

KLM you are more than a passenger - you’re a 
person. Follow the example of two generations 
of happy travellers: demand the best - fly 
KLM... the world’s FIRST airline. 








poe ee 


Lh ~ & OVAL pure AIRLINE s vi 
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THE WORLD Over 


KLM 


ROYAL DUTCH 
AIRLINES 











WHY SETTLE FOR ONLY 


9 /o 


OF THE PRODUCTION YOU CAN cet with 


AUTOMATIC GEAR SHAVING 


MAGAZINE 


SHAVING 


4 a CUTTER 


GOING INTO 
SHAVING 
POSITION 


UNLOADING 
FINGER 





RED RING ROCKER-TYPE AUTOMATIC LOADER 


Production you can expect from automated gear shav- 
ing is determined by the type of automatic loader 
you use. 

You get maximum production when the loader moves 
a gear from the magazine into shaving position and 
discharges its shaved predecessor —all at the same 
time. This assures maximum cutter operation. 

If, on the other hand, the loading of a fresh gear 
has to wait until the previous gear has been discharged, 
shaving is delayed and you get only about 75% of the 
production you could otherwise expect. 

The standard Universal Red Ring Gear Shaving 


(PATENTED) 


Machine may be automated for MAXIMUM PRODUC- 
TION — and without any major revisions in its design. 
Write for details. 





SPUR AND HELICAL GEAR SPECIALISTS 
ORIGINATORS OF ROTARY SHAVING, 
GEAR HONING AND ELLIPTOID 











NATIONAL BROACH 
& MACHINE Co. 


$600 ST. JEAN @ DETROIT 13, MICHIGAN 


WORLD'S LARGEST PRODUCER OF GEAR SHAVING EQUIPMENT 
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YOUR 
“- Management Reading 


Establishing a New Product 


Organizing for Product Development describes the principles and current 
techniques for establishing a sound new product program. The responsibil- 
ities of the research manager are discussed as well as investment require- 
ments. $3.00. (American Management Assn., 1515 Broadway, New York 
36, N. Y., U.S. A.) 








Trade and Travel Guides 


The Guide to Foreign Information Sources lists the addresses of U. S. 
embassies and legations, travel agencies, trade bureaus, and non-profit 
business organizations which promote foreign trade, travel, and cultural 
relations. 27 pages, 25¢. (U.S. Chamber of Commerce, 1615 H. Street 
N. W., Washington, D. C., U. S. A.) ... Leahy’s Hotel Guide and Travel 
Atlas is a complete record of hotels and travel facilities in North America. 


With maps. $6.00. (American Hotel Register Co., 234 West Ontario St., 
Chicago 10, IIll., U. S. A.) 








Guides for Miners and Oil Men 


World-Wide Directory of Petroleum Supply and Service Organizations lists 


firms supplying equipment and technical services in 60 nations. 29 pages, 
25¢. (Petroleum Engineering Publishing Co., Box 1589, Dallas, Texas, 





U.S. A.) ... Yearbook of the American Bureau of Metal Statistics provides 
information on mine and smelter production, consumption, imports and 
exports and other metal statistics on a world-wide basis. 137 pages, $4.00— 
soft cover edition, $4.50—hard cover. (American Bureau of Metal Statistics, 
50 Broadway, New York, N. Y., U.S. A.) 





Better Accounting Reports 


Accounting Reports for Management describes the basic techniques for 
simplifying and clarifying such accounting presentations as management 
reports, cash control, expense reporting, research expenditures, status of 
inventory, accounts receivable, capital expenditures. $15.00. (Prentice- 
Hall Inc., Englewood Cliffs, N. J., U. S. A.) 





Management Development 


Manager Selection, Education and Training is concerned with management 
development at every level—from foremen to top executives. It provides 
help in starting a development program and lists practices and procedures 
that can be adapted to the needs of any organization. 210 pages, $6.00. 
(McGraw-Hill Book Co., 330 West 42nd St., New York 36, N. Y., U.S. A.) 





Bulletins from Industry 


The Equipment Selector catalog will tell you all about Lewis-Shepard’s 
complete line of materials-handling equipment. (Lewis-Shepard Products 
Inc., 125 Walnut Street, Watertown 72, Mass., U.S. A.) ... Plastics Fact 
File booklet describes the properties and typical and uses of Monsanto’s 
line of plastic materials. (Monsanto Chemical Co., 100 Monsanto Avenue, 
Springfield 2, Mass., U.S. A.) 


INTERNATIONAL MANAGEMENT DIGEST © October 1959 





YOUR 
“ Personal Aftairs 


This Month’s Pot-Pourri 


Investing in Europe’s Travel Boom: You can now buy your own room in 
several European hotels under the “Eurotel” scheme developed by the 
Italian building firm of Societa Fratelli Vanzo. For $3000 to $5000 the 
purchaser can have a self-contained apartment and share in profits from 
bar, restaurant, and other facilities. The Eurotel chain is planned to include 
hotels in the Italian and French Rivieras, Upper Bavaria, Switzerland, 
Austria, and England. 





Atoms for the Young: You will soon be able to buy an atomic power kit, a 
nuclear submarine and missile-firing submarine “complete in every detail’ 
—though minus the uranium—for a budding engineer in your family. 
Seale of the models is 1/192, expected price about $7.00. Revell Inc., 
4322 Ocean Park Ave., Venice, California, is the manufacturer. 


Hunting in the Crimea: With tourist travel to Russia on the increase, hunt- 
ing tours are becoming a popular attraction. Originating out of Yalta, in 
the Crimea, hunts for deer and roe last from 5 to 30 days at $25 a day 
for de luxe accommodations. Extra payments (in foreign currency) range 
from $200 to $700 per deer, $30 to $110 per roe; preparation of deer antlers, 
$15, roe antlers, $7.50. Hunting season lasts from Sept. 1 to Feb. 1. Full 
details from Intourist. 


Medical Baedecker : Globetrotters will welcome the World Traveler’s Medical 
Guide (Simon & Schuster, New York, $1.95). Chief feature is a “health 
survey” of over 100 countries—climate and altitude, what immunizations 
are needed, what clothes you should take, the kind of medical facilities 
available. 


For the Flying Businessman: If you are interested in small business planes, 
take a look at some of the latest German models. Puetzer has brought out 
an experimental two-seater with the propeller mounted at the rear of the 
fuselage—a design said to give 20° better performance. Similar in con- 
struction is the Multoplane RW3, made by Rhein-Flugzeug. This is a tiny 
plane with tricycle landing gear, a speed of 200 km/hr and a 100 km range. 
You can do aerobatics in it, and use it as a glider as well. 


office when they take work home, 
but most likely their wives object 
to the intrusion of the “office-look”’ 
—— 7 mae =ointo a well-decorated house. At 
‘ . left is a pleasing compromise de- 
signed by Henry End and exhibited 
recently at the National Office 
Furniture Assn. Convention in 
Miami Beach (U.S.A.). Color plays 
an important part in the design— 
white predominates, with ebony 
for contrast and touches of bril- 
liant blue, green, and magenta. 
Note the use of woods. 


ws Office in the Home: Many business- 
=] ae, men miss the conveniences of the 
ae ate 
-— 


~~ 
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Seven-Up is rapidly gaining international 
popularity. New franchises are constantly 
being granted, bringing Seven-Up 


into even the remotest corners of the world. 


Seven-Up Export Corporation, 29 Broadway, New York 6 





No job is too tough, no terrain too difficult for the versatile Gradall, made by The Warner & Swasey 
Company. As you would expect, the pass-over tubes in the upper-structure manifold (the nerve 
center of the Gradall) are Bundyweld Tubing, as are the fuel and oil lines in the undercarriage engine. 


Telescoping boom with a boarding-house reach 
relies on lifelines of Bundy Tubing 


— OF heavy-duty construction 
equipment like the multipurpose 
Gradall can’t afford to take chances on 
vital oil, fuel, brake, and hydraulic life- 
lines. That’s why so many manufac- 
turers specify the absolute reliability of 
Bundywelds Steel Tubing. 

The pictures below show you what’s 
different—and better!—about versatile 
Bundyweld Tubing. They explain why 


WORLD'S LARGEST PRODUCER OF SMALL-DIAMETER TUBING. AFFILIATED PLANTS IN AUSTRALIA. BRAZIL, ENGLAND. FRANCE 


Bundyweld is the accepted standard in 
the automotive and refrigeration indus- 
tries, why 95°: of today’s cars use 
Bundyweld Tubing in an average of 
20 applications each! 

Industrial designers everywhere 
know from experience that they can 
depend on Bundy» for the finest in 
tubing and specialized engineering assist - 
ance. With new uses being found daily, 


both in fluid transmission and purely 
mechanical applications, it will pay you 
to investigate Bundyweld Tubing. 
Where high strength, ductility, light 
ness, and cost are important, Bundyweld 
has no equal. Write today, or cable 


BUNDYTUBE for information. 


BUNDY TUBING COMPANY 
DETROIT 14, MICHIGAN, U.S.A. 


GERMANY, AND ITALY 





WHY 


Bundyweld starts 

es a single strip XN 
of copper-coated 

steel. Then it's 


BUNDYWELD IS 


V1, 11] 
continuously rolled . 
twice around later 


ally into a tube of coating 


BETTER 


and passed through 
@ furnace. Copper 


‘ fuses with 
uniform thickness, steel. Result 


TUBING 


a 
SIZES UP 
TO ¥g 0.0. 


Bund yweld, double- 
walled and brazed 
through 360° of wall 
contact 





BUNDYW 


DOUBLE-WALLED 


LD.TUBING 


FROM A SINGLE STRIP 


Sizes up to 58” O.D 
Leakproof 


Lightweight 
Machines easily 
High thermal conductivity Takes plastic coating 
Takes plating 
Shock-resistant 

No inside bead 
Uniform 1.D., O.D. 


High bursting point 
High endurance limit 
Extra-strong 





